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Rough Proofs 


Wrigley chewing gum sales in 
Brooklyn should start to soar, now 
that the Chicago Cubs have hand- 
somely presented Billy Herman to 
the pennant bound Dodgers. 


-— = © 


The man who used to spend his 
time selecting poetic names for 
Pullman cars now has a son who 
is breaking off those strange appel- 
lations for new breakfast foods and 
cosmetics. 

ee 


Marlin blades, the newspaper ads 
say, are “guaranteed by the Marlin 
Firearms Company.” Do you sup- 
pose they’re guaranteed to cut or 
to shoot? 

7 Vv v 


Saks Fifth Avenue is advertising 
a new shade of women’s hosiery 
called Gigolo tan. Does this mean 
that all the ladies who get them 
are supposed to pay for their own 
fun? 

7 @ 

“Always leave them laughing 
when you say goodby,” 
Hank Greenberg as he slammed 
out two home runs in his last game 
for the Detroit Tigers. 


2 <a 


The ANA radio committee thinks 
station break announcements 
“might be considered against pub- 
lic interest.” Not to mention the 
interest of the advertiser who pro- 
vides the free ride. 


» + 


The Department of Justice is | 


going to advise manufacturers how 


crooned | 


VEGETABLE 


General Mills enters the rapidly expand- 
ing soup mix field with Betty Crocker 
Vegetable Noodle Soup Ingredients, 
"99°, ready to cook.” This 1,000-line 
copy appeared in Richmond, Va., May 4. 
Knox Reeves, Minneapolis, is the agency. 
| For information on other promotions in 
the test or initial stages, see Page 33. 


17 Canners to Use 
U. §. Grade Service; 
100 More Apply 


Continuous Government 
Inspection Inevitable, 
_ Most Believe 


to cooperate in defense work with- | 


out violating the anti-trust laws. 
But it’s just possible some of them 
may remember the Madison oil 
cases. 
vy v 
Congressman Pierce, of Oregon, 
who says he used to be in the light 
and power business, declares utili- 
ties have no reason to advertise. 
With those ideas, it’s no wonder he 
isn’t in the business now. 
vy v 
Miami has started a drive to win 
recognition as a women’s dress 
center, and here everybody has 
been thinking that its sole ambition 
was to win eminence in the field 
of undressing. 


7, FT FT 


Gene Flack says the defense 
boom is going to help manufac- 
turers of quality products, and that 
consequently the dog food market 
is likely to take a nose dive. Woof, 
woof! 

~~ oo @ 


With the well-deserved reputa- 
tion of the NAB for holding con- 
ventions that are fast and full of 
action, it’s surprising the St. Louis 
ne of commerce hasn’t billed 
his 


- + 


“The intelligent advertiser,” says 
Paul Garrett, “skilfully sets forth 
his products or service in terms of 
Public thinking.” 

Thus following the successful ex- 
amp'ec of America’s Number One 
‘ist, FDR. 


- wv | 


If Coca-Cola didn’t advertise, it 
uli give the consumer ten drops 
more per bottle, it is explained. To 
2 advertising man, that’s what 
Makes Coca-Cola good to the last 
crop 

Copy Cus. 


New York, May 8.—That the 
canning industry is passing through 
\the initial stages of a production 
and merchandising revolution, rep- 


resenting perhaps the greatest vic- | 


tory yet achieved by the consumer 
movement, was brought to light 
this week when canners who have 
enrolled under the Agricultural 
Marketing Service’s continuous in- 
spection and grade certification 
banner testified to the success of 
the program and_  0»predicted its 
application not only to the remain- 
der of the canning industry but to 
other processed foods as well. 
These sentiments were reported 
by Food Industries in a comprehen- 
sive editorial presentation that 
encompassed statements by several 


lcanners now operating under AMS 


and discussions with other industry 
factors not now participating in the 
program. 
Service Is Spreading 

“Nothing which has happened in 
the history of the industry has been 
of more significance to the whole 
canning industry, and to the whole 


\food industry, for that matter, than 


|plant inspection and certification of | 


one as the battle of the century. | 


the recent development in voluntary 


U. S. grades by AMS,” the maga- 
zine said. 


Indicative of the attention can- 


iners have lavished on the develop- 


ment is the fact that a_ single 
packer took on the AMS service in 


1/1939, when an act of Congress con- 


(Continued on Page 30) 
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Year Kleenex Story 


Meyer Presents Proof. Washington, D. C., May 8.—Still 
That Advertising Lowers reeling from the body blow deliv- 


S ili p ° ered by the ‘Federal Communica- 
e ing Frice tions Commission last weekend 
when the long-awaited monopoly 
| Toronto, May 6.—Dramatic proof|report was finally issued, radio 


jof the fact that advertising, by| prepared this week to face a new 
| building large volume, can be di-| threat in the form of possible anti- 
|rectly credited with price reductions| trust prosecution by the Justice 
| was given to the 38th convention of | Department. The complete record 
the International Affiliation of Sales|of the three-year study has been 
and Advertising Clubs here Satur-| delivered to the Attorney General, 
day by Larry E. Meyer, advertising| it was learned. 

|manager, International Cellucotton The drastic regulations, which 
Products Company, who related the may culminate in court action and 
17-year history of Kleenex. spur the long-threatened Congres- 

“Advertising today seems to be! sional investigation of broadcasting 
definitely on the defensive,” he said.|and its administration by FCC, 
“The critics of advertising, the self-| conform generally to advance pre- 
appointed champions of the con-/ dictions. (ApVERTISING AGE, March 
sumer, have demonstrated real tal- | 24.) 
ent as propagandists. Six of the eight rules laid down 

“It is necessary, I believe, for| by FCG are concerned with remov- 
advertising men and women to tell| ing alleged restraints in most sta- 
the actual stories of advertising tion-network affiliation contracts. 
specific case histories, if you please | One of the other two orders the Na- 
—the real stories of the contribution | tional Broadcasting Company to 
of advertising to the consumer as| dispose of one of its two networks 
‘an economic benefit, in such a way | within 90 days. The remaining one 
as to leave no doubt as to the part} forbids operation by a single net- 
it plays in North America today,| work organization of more than one 
and should play in our respective | station within a given area. 
nations in the future.” . a ‘ ; 

Mr. Meyer proceeded then to} Station-Netwerk Contracts 

trace the history of Kleenex step by | The six new rules dealing with 
step, using slides and explanatory | station-network contracts may be 
comment, from its introduction in| summarized as follows: 
11924 and 1925 as a cold cream re-| 1. Exclusivity Networks may 
mover selling at 65 cents a package|no longer prevent affiliates from 
to its present status as an all-pur-| broadcasting programs of other net- 
pose tissue selling everywhere in| works, 


|\Canada and the United States for| 2. Territorial Exclusivity—Sta- 
121% cents a package. tion-network contracts may no 
longer prevent a network show 


Prices Go Down and Down from being supplied to another sta- 


Written as “My Life Story,” by | tion in the same area as the affiliate. 
/Kleenex, and presented as though | 3. Long Term Affiliation Con- 
(Continued on Page 31) | (Continued on Page 34) 
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Last Minute News Flashes 


Frank Vogel Joins Benton & Bowles 

| New York, May 9.—Frank E. Vogel, for 12 years Lord & Thomas 
chief in continental Europe, and previously with George Batten Com- 
pany, has joined Benton & Bowles as executive in the radio department. 
He is credited with having introduced American-type variety programs 
and serials in France. 


National Biscuit Releases “Related Selling’’ Campaign 

New York, May 9.—Supplementing schedule, National 
Biscuit Company has released its newspaper campaign for 
Shredded Wheat. Weekly insertions to appear in 200 newspapers will 
be geared to “related selling” by retailers, featuring “serve it with straw- 
berries,” etc. Federal Advertising Agency is in charge. 


Victor Ratner Leaves CBS for Lord & Thomas 


New York, May 9.—Victor M. Ratner, director of sales promotion for 
Columbia Broadcasting System since 1936, has resigned to accept an 
executive position with Lord & Thomas. He joined CBS 10 years ago. 
Mr. Ratner will take up his new duties following a vacation of two 
months. Until a successor is appointed, Frank N. Stanton, CBS market 
research director, will supervise the promotion department. 


NAB Head Urges President's Views on Radio 


Washington, D. C., May 9.—Neville Miller, 


its magazine 
seasonal 


in his annua! report pre- 


pared for the National Association of Broadcasters’ meeting in St. Louis 
Monday, urged the industry, the government and the public to go along 
with President Roosevelt’s assertion that the principal function of gov- 
ernment in radio is as a referee to determine who shall operate the lim- 
ited number of outlets. 


ENTERS SOUP FIELD Radio Ranks plit Weide Open 
: onopoly Report 


Nothing in the controversial history of the 
broadcasting industry has split the ranks of radio as has the 
“monopoly report” issued Sunday by the Federal Communi- 
An analysis of the report and com- 
ments by broadcasters are presented herewith. 
the issues it raises will dominate the annual convention of 
Association of Broadcasters convening in 
Louis this week, with the fur likely to fly in all directions. 
A complete report of this convention 


Discussion of 
St. 


will appear in next 


By IRWIN ROBINSON 


New York, May 8.—While offi- 
cials of the National Association of 
Broadcasters, CBS, NBC and their 
affiliates mulled over the implica- 
tions of the FCC monopoly report 
jand mapped a plan of action, the 
bombshell that shattered last Sun- 
day’s quiet appeared this week to 
be resolving itself into another con- 
flict of major proportions—Mutual 
Broadcasting System versus the 
other networks. 

The NAB executive committee 
\went into session behind closed 
i\doors at the Roosevelt Hotel here 
‘and emerged after five hours, main- 
|taining a stony silence and indicat- 
jing only that the entire FCC and 
|ASCAP situations had been exam- 
lined at great length and that no 
statement would be made until a 
report is presented to the board of 
directors at the convention in St. 
Louis on May 12. NAB conventions 
|have always been noted for their 
‘rough and tumble fights, but this 
conclave, convening Monday, seems 
destined to make past meetings pale 
into insignificance. 


Words Fly Thick and Fast 


Outside the confines of the NAB, 
however, words uttered by network 
representatives and station spokes- 
men flew thick and fast. The senti- 
ments expressed indicated that the 
broadcasting industry has been split 
wide open into two warring camps. 
CBS and NBC officials unequivo- 
cally condemned the content of the 
FCC report; Mutual officials ap- 
plauded the Commission pronounce- 
ment. 

Still another factor which com- 
plicated the situation was the role 
of Mark Ethridge, Louisville Cour- 
rier-Journal, who was reported to- 
day to be conferring with President 
Roosevelt, presumably in connection 
|}with the over-all industry survey 
| Mr. Ethridge has been commis- 
|sioned to make by the chief execu- 
itive (ApverTIsInc AGE, April 28). 
|\It was assumed that the FCC re- 
port, released since Mr. Ethridge’s 
last discussion of the situation with 
the President, occupied a prominent 
place on the agenda. 
| 


Mutual Challenges Ethridge 


Mr. Ethridge’s status was chal- 
lenged by W. E. Macfarlane, MBS 
president, and Alfred J. McCosker, 
chairman of the board, who wired 
President Roosevelt today that “an 
individual, acting as self-constituted 
mentor and representative of the 
industry is calling upon you, pur- 
porting to present industry views 
against the Commission’s report. 
\In so doing he does not speak for 
Mutual or, we believe, the great 
proportion of Mutual affiliates and 
independent non - network stations 
whose progress has heretofore been 
stultified by the restrictive practices 
condemned in the report.” 

In the same message to the Presi- 
dent the MBS officials asserted that 
most of the network's stockholders 
believe criticisms of the FCC report 
“are unjustified.” 

“Obviously, many 


of the critics 
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ADVERTISING AGE 


May 12, 1941 


either have not read the report or 
reflect a vicious partisan viewpoint. 
Although Mutual is adversely af- 
fected in some respects, these stock- 
holders believe the commission’s re- 
port is, on the whole, sound and 
highly commendable for its thor- 
oughness, fairness and long range 
enlightened vision. It resulted from 
exhaustive research and _ formal 
hearings lasting over many months, 
in which all parties were given full 
opportunity to be heard, followed 
by extensive briefs and arguments, 
the entire proceedings being con- 
ducted in accordance with the 


American ideal of due process of | 


law. 

“The new regulations for the first 
time bring to the radio industry 
an opportunity for genuine compe- 
tition, free of excessive control and 
domination heretofore exercised 
over the entire industry by two 
other national network companies.” 


Paley Has Different View 


Mr. Ethridge’s position was inter- 
preted in an entirely different light 
by William S. Paley, CBS president, 
who pointed out that in appointing 
the Louisville publisher to survey 
the entire radio field the President 
“recognized that the principal func- 
tion of the government was to de- 
termine who should operate the 
limited number of transmitters and 


jasked Mr. Ethridge to make rec- 
jommendations as to how to keep 
iradio free, prevent monopoly of 
‘ownership or operation, and how 
best to utilize radio in the public 
interest.” 


ists now, Mr. Paley insisted; “its 


Mr. Trammell pointed out that 


principal limitation is imposed by | the FCC majority report credits the 
the physical limitation upon exist-|network system with having bene- 


ing facilities. To make a fetish of 


|competition to the extent the Com- 
| mission proposes makes as much 


| Stee broadcasting, while the min- 
| ority report credits it with having 
provided the best broadcasting in 


| The Ethridge appointment, Mr. | sense to me as if one were to ar-|the world. He expressed doubt that 


|Paley went on, was interpreted by 
jradio men as 
President “has not suddenly 
switched to advocacy of a wrecking 
operation and was willing open- 
mindedly to weigh all the facts be- 
fore any effort was made to tamper 
with the existing structure.” 


Would Create “Impotent Vassals” 


|succeeds in the program upon which 
it has embarked “networks will be 
mere catch-as-catch-can,  fly-by- 
/night sellers of programs.” A com- 
|mission which can exercise such 
idrastic powers without even going 
to Congress for authority to exercise 
them, he warned, will have reduced 
the networks and_ stations of 
America “to impotent vassals, able 
to survive only so long as they 
please the regulatory authority.” 
He also assailed “opportunistic ele- 
ments in the industry who will see 
in a sudden upset of the whole 
broadcasting structure a chance to 
gain temporary commercial advan- 
i tage.” 

| Competition in broadcasting ex- 


Mr. Paley warned that if the FCC | 


evidence that the |not exist unless one national maga- remake the American 


‘zine is allowed to sell advertising 
\in the columns of another. 


Trammell Pummels Report 


“This argument is absurd. If the 
one making it were to add that his 
|real purpose was to strengthen and 
jimprove national magazines as a 
whole, his sincerity would come into 
question.” 

Niles Trammell, NBC president, 
|characterized the FCC report as a 
“definite step toward complete gov- 
ernment control of radio in this 
country, and whether intended or 
inot, would ultimately destroy the 
‘freedom of the air.” 

Under the guise of fostering com- 
petition, he asserted, the FCC has 
/promulgated regulations “that de- 
|stroy any opportunity for sustained 
irelationship between network pro- 
gram producers and the indepen- 
\dent stations comprising the net- 
'works.” Such relationship has been 
‘the basis for the growth and prog- 
|ress of broadcasting in this country, 
he said. 


Birthday Announcements of a “Radical” Idea! 


/ INDUSTRIAL EQUIPMENT NEWS | 


What's Neu 
veers 


io 


NOTE—This is the original 
IEN in 


announcement of 


May 1933. 


INDUSTRIAL EQUIPMENT MEWS. 


items of “What's New” 
equipment, parts and materials to 30,- 
000 plant operating men (selected from 
Thomas’ Register lists) in the larger 
plants in all industries. 


facturers of industrial products to sub- 
mit early 
developments to its editors . . . the 
edited publication of this material con- 


MAY 1933 
New Publication Planned For Industrial Field 
To Report “What’s New” In]Equipment 
Parts and Materials 


NEW YORK, N. Y., May 1, 1933 


It is built to carry monthly news 
in industrial 


This publication now invites manu- 


descriptions of their new 


MAY 


INDUSTRIAL EQUIPMENT NEWS | 
starts publication as a result of 27 years close contact with the buying interests | addition to this type of operation, 
and needs of operating men in industry. 


stitutes the basic editorial service of 


INDUSTRIAL EQUIPMENT NEWS. 


To enable manufacturers to extend 
and maintain this “news” 
their products, advertising will later 
be carried which conforms to the fae- 
tual editorial purpose and type of 
reader service which this publication 
will deliver. 


1941 


Industrial Equipment News 
Achieves and Holds 
Three Firsts in Publishing Field 


NEW YORK, N. Y., May 1, 1941 


trend in industrial publishing and advertising 
NEWS... 


. after only 8 years . 


FIRST ... to provide operating men 


(Member CCA) 


NOTE—The 


current issue 
carries the advertising f 
522 manufacturers selling 
> inaustr 


y 


in industry with a specialized monthly 
product information service .. . a spot 
to look for their current requirements. 
Now REQUESTED by more than 53, 
000 in the larger plants in all industries 

. more circulation than any publica 
tion of similar coverage. 


FIRST ... to insist on FACTUAL 
advertising copy and to provide a spe- 
cialized background to give it maxi- 
mum effectiveness. (Currently carry- 
ing the advertising on a renewal rate 


of better than 86%. of almost twice as 


Originator of what has now become a new 
... INDUSTRIAL EQUIPMENT | 
.. holds the following “firsts” . 


many manufacturers as any other pub- 
lication of similar circulation.) TEN’s 


first advertiser has yet to miss an 
issue, 
FIRST ... to make low cost “small | 


space” advertising effective in terms of 
traceable ACTION 
logically developed 
rather than ordinary inquiries. 
rently providing more 
ACTION per dollar of cost than any 
publication of similar circulation. 


advertising 
viz., leads 


Cur- 


sales 


put IEN into the top spot it occupies today . 


. and with this bit of “birthday celebrating” goes the sincere thanks 


of the IEN “crew” for the cooperation of you industrial advertisers who 


of our every effort to earn that confidence continuously through delivery 


of maximum value for every advertising dollar you spend in TEN. 


.. as well as the pledge 


THOMAS PUBLISHING COMPANY 


INDUSTRIAL EQUIPMENT NEWS 


461 Eighth Avenue, New York, N. Y. 


interest in | 


advertising| 


inamed a 


|gue that freedom of the press can-|Congress ever intended the FCC to 


system of 
broadcasting without consulting the 
law-making body. 

The question of whether or not 
NBC should operate two networks 
or own stations, Mr. Trammell re- 
marked, is secondary to the broader 
aspects of the situation. He decried 
the practice of penalizing those 
“who have pioneered in broadcast- 
ing and who have created the most 
efficient facilities.” Year after year 
the FCC has renewed the licenses 
of NBC network affiliates “in recog- 
nition of the fact that the stations 
performed a service in the public 
interest. 


Would Force Station Sale 


“Now the National Broadcasting 
Company is suddenly given 90 days 
to make a forced sale or to destroy 
what took 15 years to develop. ‘To 
meet the new regulations of the 
Commission, the National Broad- 
casting Company may be forced to 
sacrifice such outstanding programs 
as the Town Meeting of the Air, the 
Toscanini Symphony concerts, the 
Farm and Home Hour, the NBC 
Music Appreciation Hour, the Met- 
ropolitan Opera and outstanding re- 
\ligious and educational programs.” 

Adding still more fuel to the con- 
troversy, Mutual released a state- 
ment by Hope H. Barroll, Jr., ex- 
ecutive. vice - president, Station 
WFBR, Baltimore, who charged that 
the Blue network was operated “as 
a stooge to frustrate the growth of 
any new network.” 

“This has been done,’ he de- 
clared, “by offering unusually large 
cash discounts on the Blue network; 
in case there was a loss from the 
operation of the Blue, the Red net- 
work could make up the deficit. In 


‘they also held a threat over all of 
‘their affiliate stations that in case 
ithey did not cringe to the NBC and 
|do exactly as they were told, they 
|could in a short period be shifted 
from the profitable Red network to 
the unprofitable Blue network. 

“The NBC recently in a very 
/high-handed and arbitrary manner 
undertook to switch WFBR from 
ithe profitable Red to the unprofit- 
able Blue, and in order to try 
|to persuade us not to go Mutual 
\they offered this station a very 
large cash guarantee. After 
careful consideration, the board of 
directors of WFBR decided to go 
|Mutual, in spite of the cash guar- 
antee, and at the present time you 
can well appreciate how delighted 
we are that this decision was made. 
A great many other large stations 
throughout the country have done 
likewise.” 

Long Legal Fight Seen 


In network circles it was gener- 
ally believed that the stage is being 
| set for a long legal battle, since the 
only positive 
taken against the FCC regulations 
is appeal to the courts. 

An interesting sidelight on the 
reactions of radio men who may be 


most | fa 


os 


action that can be} 


| 


most directly affected by the Com- | 


mission ruling was noted in a 
memorandum sent to members of 
the NBC Blue network staff by 
Edgar Kobak, vice-president. He 
reviewed the Blue network’s record 
of service and promised that, fol- 


lowing a complete analysis of the. 


FCC report, “whatever we decide 
to do will be for the complete pro- 
tection of the public, our company, 


|our employes, our advertisers, our 


stations and our talent.” He urged 
his staff to “hold your heads high— 
go about your business in your 
regular way—sell and serve hon- 
estly—help build the Blue to even 
greater heights.” 

“Who’s blue?” he concluded. “Not 
the Blue.” 


| 
Clements Promoted 


Earll W. Clements, account ex- 


ecutive with Campbell-Ewald Com- | 


pany for several years, has been 
vice-president and has 
taken over additional duties in the 


agency's Chicago office. 


| 
| 
| 


Finds White Space 
of Little Use in 
Mail-Order Copy 


(Picture on Page 35) 

Chicago, May 17.—James 
Young, who has retired from goy 
ernment service after a year an 
half with the Bureau of Foreign anq 
Domestic Commerce and the Nels>n 
Rockefeller committee on Lat 
American relations, is planning ; 
devote more time to the sort of 
copy-testing which has made We 5p 
Young, Trader, Santa Fe, N. M., «ne 
of the most successful mail-order 
enterprises in its field. 

Mr. Young’s son, Webb, is m.n- 
ager of this unique business, wh ch 
sells hand-woven neckties by n\j] 
through magazine ads for new p) »s- 
pects and direct mail to old cys- 
tomers. An interesting fact ust 
reported by Mr. Young shows that 
white space, as such, does not dq 
direct sales value to a mail-order 
advertisement. 

The test was run in Suset 
Magazine, its split-run circulation 
providing the opportunity to com- 
pare results. One ad was run in 
three-inch single-column spice, 
carrying the headline, “Hind 
Woven by the Spanish People of 
New Mexico” and an illustration of 
the product. The copy was set 
solid, with no display of the signa- 
ture. 


Direct Returns Identical 


The other ad carried exactly the 
same typographical material, but 
the space was doubled, to provide 
more white space and a more at- 
tractive ad, judged by conventional 
standards. The position and accom- 
panying editorial material were the 


same. Mr. Young reported that the 
direct returns from the two ads 
were identical. 


“If we can build a body of results 
of this kind from mail-order copy 
testing,’ Mr. Young said, “we 
should ultimately be able to estab- 
lish certain general conclusions 
which will greatly increase the 
power and efficiency of advertising 
expenditures.” 


B & B Ups Dobberteen 


H. H. Dobber- 


oe ae teen, head of the 
: media __ depart- 

ment of Benton 

& Bowles, New 

York, has been 

elected a_ vice- 


president of the 
agency. 

Before joining 
Benton & Bowles 


five years ago, 
Mr. Dobberteen 
was associated 
with Brooke, 

H.H. Dobberteen Smith & French, 
Detroit. 


Sponsor Sales Clinics 


The Advertising Club of Hart- 
ford, Conn., and Hartford Life 
Underwriters Association will spon- 
sor a series of five sales training 
clinics to be held Tuesday evenings, 
starting May 13. Meetings wil! be 
conducted by Jack Lacey. 
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With Over 52,000 - 
Daily Circulation... 


Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the United 
States. i : 


1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. ; : 
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Grad Atvwthing Daqeeetitiee of The Sead 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Francisco 

HY eee 4 
Owners and Operators of Station KSCJ | 
Power: 5,000 Day and Night : 
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Since the dawn of time, the Chinese have 
passed on to posterity their legends, their 
wisdom, their history in “Picture-Writing.” 
Even Chinese writing is an adaptation 
of pictures . . . Today, Puck-The Comic 
Weekly has developed the new-old art of 
“Picture-Writing” to its most effective, 
most human, most understandable form. 


An Art as Ancient as China 


... Vitalized by Modern Masters ! 


ANKIND has told stories with pictures for over 
5,000 years—yet the real art of “Picture- 
Writing” began to attain its highest development 
with the birth of Puck-The Comic Weekly —in 1896. 


With its modern technique of “panels” and “bal- 
loons,” Puck-The Comic Weekly gives to “Picture- 
Writing” what “Talkies” gave to Silent Movies— 
life, speech, animation. 


But it gives even more. It provides laughs, loves, thrills 
and tears—the cumulative heart-throbs of stories that 
never grow old. 


Millions of people love Jiggs and Maggie. Millions worship Tillie the 
Toiler: worry over Blondie’s new baby; sympathize with Popeye; pity 
Barnc Google; thrill with Flash Gordon, and name their youngsters 
after Skippy. 


It is a commentary on American sentimentalism that “Little Annie 
Rooney” received thousands of greeting cards and a van-load of dolls 
and candy on her 8th birthday . . . additional proof that Puck-The 
Comic Weekly is the most thoroughly read, most responsive publication 
in America today. 


COMIC WEEKE 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York « Hearst Building, Chicago 


Because Puck moves its readers, it moves merchandise. Not just with 
premium offers—though many an advertiser knows there has never been 
a close second to Puck as a “box-top medium”—but through the sheer 


weight of MORE READERS per DOLLAR . .. MORE VISIBILITY per 
ADVERTISEMENT. 


With Puck-The Comic Weekly bulwarking a list, an advertiser can 
“own” a responsive market of over 12,000,000 adults—not to mention 
the bonus-market of millions and millions of boys and girls (from 3 to 
18) who absorb Puck from cover to cover every week. 


With an eleven-year record of phenomenal results as a general adver- 
tising medium, Puck has proved to more than 100 leading advertisers 
that it is, without question, the “World's Best Seller.” 


Executives interested in the dynamic new-old force called “Picture- 
Writing” may see Puck's brilliant new presentation by telephoning 
COlumbus 5-2642, New York, or FRAnklin 0033, Chicago. 


pols Mese Mortals be!= 
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FOUNDED 1876 


HOLY CATS! OF COURSE WE 
ADVERTISE “JUNKET” FOOD 
PRODUCTS IN PUCK TO GET THE 
BUSINESS OF YOUNG MOTHERS! 


wy ‘Junket’ Folks” first advertised in Puck-The Comic Weekly early 
in 1939. This was a test, and a regular schedule of “Junket” Food 
Product advertising followed in 1940 and is continuing in 1941. 

The decision to use Puck -The Comic Weekly and other comic sections 
was arrived at only after painstaking study and analysis—the same kind of 
thought and care that have established the reputation for uniform high 
quality in every “Junket” Brand Food Product. High readership, low 
coupon cost, increased sales, market coverage, dealer and salesman accep- 
tance—all these qualities they found to be present in Puck-The Comic 
Weekly—plus the overall feature of “low cost per 1,000 homes.” 

And so, Aunt Rennie and “The ‘Junket’ Folks” manufacturing plant 
are busy ~—in fact busier than ever before in over 60 years of manufacturing 
history, for this year will set a new sales record 

Puck-The Comic Weekly is happy to play an active role in this story 


of success. 
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THE WORLD'S BEST SELLERS...IN OVER 5,500,000 HOMES 
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Goodall Makes 
Bow as Fabric 
Distributor 


Cincinnati, May 8. — Goodall 
Company, which is known far and 
wide for its Palm Beach suits, is 
now making the grand entry as a 
producer and distributor of decora- 
tive fabrics after obscuring its iden- 
tity in this field for several years 
by selling through jobbers. 

Formerly known as Sanvale fab- 
rics from L. C. Chase & Co., and 
before that as Lesher Mohairs, the 
product now will be sold as Goodall 


decorative fabrics by a separate |financed cooperatives, but would| papers through- 
division of the Goodall Worsted |!€ave such arrangements to each|out the country. 
Company. The home office and hetbets _ The drive will 
mills are at Sanford, Me., with |= ] Ti |continue for six 
showrooms at 61 E. 53rd street, New | epiaces iime Buyer | weeks. 


York, and 6-154 Merchandise Mart, 
Chicago. Branches will be opened 
soon in Los Angeles and Boston. 


Garrett Names R&R 


Garrett & Co., Brooklyn, one of 
the country’s oldest wine producers, 
has appointed Ruthrauff & Ryan, 
New York, to direct its account. 
Plans are now being formulated for 
1941-42 promotion of Virginia Dare 
wine and other Garrett wines, 
champagnes and 
gundy. 


sparkling  bur- | 


— 


Stewart-Warner Drops 


REA Contract Offer WwW I L 
The Stewart-Warner Corporation | ay nto isterine | 
has withdrawn its offer to produce | 
a minimum of 25,000 new refriger- SHAVE Cream Copy 
ator units which were to be distrib- 
uted to farm families through the New York, May 6.—Sex appeal, 
Rural Electrification Administra- | personified by an eye-filling, come- | 
tion. ‘hither girl, made its first appear- | 
The bid was withdrawn, REA ance in Listerine 
Chief Harry Slattery explained, be-| shaving cream 
cause of difficulties met in coordi- | promotion last 
nating Stewart-Warner’s distribution | week when Lam- 
practices with the plan arranged for her . ake 
peed E bert Pharmacal 
distributing the proposed REA co-op ; 
model electric refrigerators. Slat- Company 
tery said the REA would make no /@unched a cam- 
further attempt now to provide re- | Palgn in approxi- 
frigeration facilities for the REA-| mately 85 news- 


Mary Dunlavey has assumed the | 
|post of radio time buyer at Erwin, | weekly 
Wasey & Co., New York, replacing | papers, 
| John Schultz, who has been called 
\for service by the government. | 
| Miss Dunlavey has served as assist- 
ant time buyer during the past year. 


New Film Art Studio 


| Color Presentations Associates, | 
|New York, has opened offices at 
|202 E. 44th street. The company 
prepares advertising art and pro-| 
duces slides and slide films in| ‘Y&s- 
|color. Lambert & Feasley is the agency. 


The single insertion, 


to appear 
in the entire list of news- 
features a comely female, 
in evening gown, with the caption, 
“I'd say yes if—your face were as 
/}smooth as your line,” 


On Counter Displays 


The girl and the caption appear 
on counter merchandise displays 
distributed to druggists with the 
jaddition of, “To make her say 


x,” 


ONE OF A SERIES PRESENTING THE MEN WHO MAKE FREE & P 


‘TERS SERVICE 


Two years, Batten, Barton, 
Durstine & Osborn 

Four years, Gimbel Bros. 

One year, Geyer, Cornell & 
Newell 

One year, Erwin, Wasey & 
Company (Philadelphia) 

Three years, The Biow Com- 
pany 

Free & Peters (New York 
Office) since March, 1941 


Mr. Pullman's 
best pal— 


WILLIA 


Just to look at Bill Chalmers’ 


he’d had eleven successful and 


cluding a travel-mileage record of 


years alone! 


account executive and time-buyer for the Popsicle account, plus hav- 


ing production responsibilities for the Philip Morris and the 


It or Leave It” network shows 


And, now that we mention it, that’s the 
possessed by all our fifteen men here at F&P. 


ful fellows because we think they 


help to the successful men who 


work. 


If you have never sampled our service, give us an opportunity to 
prove that F&P can help to make 


more productive. We think we 


like to work, in this group of pioneer radio-station representatives. 


pF REL 


» 


unwrinkled brow, you'd hardly think 


, , : , EXCLUSIVE 
tight-packed years in business—in- REPRESENTATIVES: 
a , : WGR-WKBW .. . BUFFALO 
75,000 miles during the past three WCKY . . .. .'. CINCINNATI 
3 bal ‘ | woay... FARGO 
what with a lot of general experience » het WISH INDIANAPOLIS 
ut it with a lot of general experience, plus being | KMBC KANSAS CITY | 
| WAVE . LOUISVILLE fF 
WICN. . " MINNEAPOLIS- ST. PAUL 
p weep . PEORIA | 
“Take i. + +s s +» +e 
a . SYRACUSE 
, Bill has had a very lively life, indeed! .. 1OWA... 
WHO... . . . DES MOINES 
woc . . . |. | . DAVENPORT 
general sort of background | kma * . . SHENANDOAH © 
We've picked success -»- SOUTHEAST... 
; wesc . . CHARLESTON & 
are the only kind that can be of any wis . . » COLUMBIA 
, . WPTF RALEIGH 
plan this country’s successful radio wos) KOARORS 
--- SOUTHWEST... 
KGKO . FT. WORTH-DALLAS 
KOMA . . OKLAHOMA CITY 
KTUL TULSA 
j . PACIFIC COAST.. 
your job easier, more profitable and cA |. LOS ANGELES 
i: Aol tone KOIN-KALE sin FRanctsee 
can do it. And th: : way we KROW . OAKLAND-SA cisco 
thats the way we : SEATTLE 


M A. CHALMERS! 


& PEreas. INC. 


Pioneer Radio Station Representatives 


Since May, 1932 


Chicage: 180 N. Michigan Wew York: 247 Park Detroit: New Center Bldg. 


Franklin 6373 Plaza 5-4131 


San Francisce: 111 Sutter Les Angeles: 650 S. Grand Atlanta: $22 Palmer Bldg. 


Trinity 2-8444 Sutter 4353 Vandike 0569 Main 5667 


‘Sex Appeal Pushes Unmusical Sounds © 


me} Companies 


ee 


he “other networks’” previoys 
eanaions from payment on t} 
“twilight zone” and the “dispropor- 
|tionately higher share of ASCAp” 
total fees” which Mutual and its, 


Reverberate Over affiliates were therefore compelled 


to pay. The “twilight zone” dea). 
he contended, was “put over” with. 
€d out consent or approval of affilia: 
| or independent stations and he 
° asked the Mutual affiliates to eon. 
It All Adds Up to Nice | trast this with the “strictly den 
Business for Telegraph cratic procedure” whereby “Mut 
will accept the blanket license for 
network programs Only after we 
have received the assent of a mua- 
_ New York May 7.—Negotia-|jority of the Mutual affiliates 
| tions between ASCAP and NBC are Protesting against Mr. Mil! 
icontinuing in a “sincere effort to attempts to “coerce, influence or 
reach a_ satisfactory agreement,” |restrain the free choice of action of 
according to Niles Trammell, NBC independent broadcasting stations” 
president, who reported this week jin their negotiations with ASCAp 
to RCA stockholders on the current |Fred Weber, general manage: of 
outlook of the radio-music contro- | Mutual, charged in a wire to Mr 
versy. |Miller that NAB “has demonstrateg 
In his report, Mr. Trammell Out-|an increasingly alarming tendency 
lined events leading up to the rup- to enter into controversial subjects 
ture with ASCAP. He described |affecting competition between the 
ASCAP’s demands on expiration Of |ojder networks and Mutual.” 
agreements in December as “so 
exorbitant that neither NBC nor | 
the industry could accept the finan- | 
cial obligation they would have ‘reacted with a wire describing the 
imposed, without impairing the | NAB president’s action as “an un- 
efficiency of broadcasting.” lawful interference with the reali- 
During the year ended April 1,|zation of the benefits of the con- 
1941, NBC’s payments to BMI for |tract” and holding Mr. Miller 
stock and license fees were $189,783,|responsible for all damages that 
jand for the second year NBC will | ASCAP may suffer as a result. He 
/pay a license fee of $200,388, Mr. asked that Mr. Miller take imme- 
| Trammell said. He added that NBC diate action to counteract the effect 
will consult with its affiliates before |of his wire to the NAB station 
‘drawing up a final arrangement! Charges that the ASCAP-Mutual 
with ASCAP. agreement would increase ASCAP’s 
receipts from radio stations were 
Hectic Exchange of Words branded as “absurd” by John G. 
Mr. Trammell’s statement fol-|Paine, general manager of ASCAP, 
lowed a weekend during which the who declared: 
radio-music controversy flared; “If such statements have been 
lanew as a result of the ASCAP-|made they are on the face of them 
‘Mutual agreement. The proposal ridiculous because three per cent 
| was formulated May 1 and has been jis less than five per cent and five 
submitted to the 175 member sta- |per cent is what we used to get and 
itions for ratification (ADVERTISING |three per cent is what we are ask- 
| Ace, May 5). ling for.’ Mr. Paine referred to 
The first shot was fired by Neville|the three per cent royalty which 
|Miller, NAB president, who dis-|ASCAP would receive under the 
patched a wire urging NAB mem- ‘blanket license agreement. 
bers to delay action until after the |. 
NAB convention, to be held in St. 
Louis May 12. A “factual analysis” 
\of the agreement was in progress, | °*"" eae 
|Mr. Miller said, and would be avail- National Association of Broadcast- 
able in time for consideration at | ©TS has an opportunity to discuss 
the convention. | the situation next week, Mutual 
Mr. Miller’s statement drew | Called a special meeting of its affili- 
vigorous protests from W. E. Mac- | ates for Saturday afternoon at the 
farlane, Mutual president, and man- | Starlight Roof of the Chase Hotel, 
‘aging director of Station WGN; | St. Louis. : 
Alfred J. McCosker, Mutual chair- | In issuing the call, Fred Weber, 
man and president of Station WOR;|MBS general manager, remarked 
‘Fred Weber, general manager of that “there are elements in the 
/Mutual, and Gene Buck, ASCAP industry at work to forestall action 
president. and they will intensify their efforts 
_in open meetings. Therefore, this 
|network cannot await action at the 
| NAB convention.” 


Buck Threatens Damages 
Gene Buck, ASCAP president, 


Hurry Up Decision 
Apparently determined to con- 
summate its ASCAP deal before the 


Macfarlane Replies 


Pointing out that Mutual was the | 
first to come to terms with ASCAP, | 
Mr. Macfarlane charged in a wire 
to member stations that NBC and 
CBS will “criticize and complain 
that a better deal can be accom- 
| plished and they will seek further 
delay.” NBC and CBS, he said, | 
‘have had as much time as Mutual | 
ito negotiate with ASCAP. 


re mae 
asad Abel cae iebhS Fe er ny Cee a 


To nelp 


NEWSPAPERS 


sell more 


1 
With a warning that Mutual LOCAL | 
/under the consent decree must! linage 
\““make its own deal,’ Mr. Macfar- Five months ago the OREN 
lane concluded: “Therefore, a de- ARBOGUST PLAN to help | 


newspapers sell more LOCA! 
linage was a pig in 
Today it has a satisfying 
history. It is working in the + 
pages of many great and con 
servalive newspapers . 
Chicago Daily NEWS, Cincin 
nati ENQUIRER, ete. et 
ete. It teaches the five fur 
damentals of profitable new~ 
paper advertising. those tha! 
automatically make a = mer 
chant an advertiser if /y 


lay to convention time seems both 
impractical and dangerous. Nobody 
has offered you something better. 
\They have merely suggested you 
delay your action to a time to suit 
their own best interests.” 

| In his communication to members 
and stockholders, Mr. McCosker 
contended that “the NAB and 
others are frantically endeavoring 
|to sabotage your consideration of 
ASCAP’s proposals.” 


a poke 


| 

J 
"Others" to whom Mr. MeCosker | fa] knows and believes how 
|referred included John Shepard, tion managers and local ma! 
III, president of the Yankee and agers sing its praises. 
Colonial Networks, and Hulburt visions. Local salesmen »* 
Taft, Jr., Station WKRC, Cincin- | linage with continuity claus - 
nati, who also urged member sta- This plan knows LOCAL se! 


ing and it sells LOCAL ads 
Users call it “incer’ 
Ask for descript'’ ‘ 


withhold their decision 
the NAB convention. 
May 5). 


tions to 
until after 
(ADVERTISING AGE, 


tising. 
parable.” 
brochure. 


OREN ARBOGUST | 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO ! 


McCosker Argues Costs 


Mr. McCosker charged that “the 
other networks are concerned be- 
cause they will for the first time 
be compelled to pay their share of 
ASCAP music costs.” He referred 
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ADVERTISING AGE 


(...and so do Markets) 


“If you are not getting into the home with what you have to 
SAY, you will never get in with what you have to SELL.” 
—BENJAMIN FRANKLIN. 


There’s a time and a place for all things—and no one knows 
this better than the advertiser with something to sell. 
1 1 ’ 

What is the secret of The Chicago Daily News’ strength—of 
its tightening hold on the affections and reading-confidence 
of Chicago families? 

The answer is time- proved Character! Honest reporting! 
Constant care never to take into the Home that which does 
not belong in the Home! Absolute divorce of news facts 
from political expediency! Uncompromising devotion to 
the highest ideals of clean journalism! Plus the fact that The 
Chicago Daily News is world-recognized for its consummate 
ability to cover events, wherever they take place, and to 


portray them ably and faithfully. 


at “ae 


If you were selecting a flesh-and-blood salesman to repre- 
sent you, above all else you would look for Character. 
Should you be any /ess careful in selecting a newspaper to 


represent you? 


Evidently the advertisers and advertising agents of America 
don’t think so—otherwise how can you explain the fact that, 
again in 1940, they placed more Total Display Advertising in 
The Chicago Daily News than in any other Chicago news- 
paper 


ords, Inc.) 


morning, evening or Sunday? (Source: Media Rec- 


And that it is as highly regarded by the reader as it is by the 
advertiser is indicated by the fact that the circulation of The 
Chicago Daily News is today the highest in its history. 


7 7 7 


Tonight, when they all come home, might it not be well to 
let the newspaper which they trust most, speak a good word 


to them in behalf of whatever you may have to sell? 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 
with the most valuable circulation in the city 


Daily News Plaza, 400 West Madison Street, Chicago @ San Francisco Office: Hobart Building 
New York Office: 9 Rockefeller Plaza @ Detroit Office: 4-119 General Motors Building 


Pog. 
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May 12, 194} 


U. 5. Hotels Map 
$500,000 Duebill 
Promotion Drive 


Atlantic City, May 8.—A $500,000 
“More Business for Hotels” cam- 
paign, marking the first pooling of 
duebills on a national scale, was 
announced here today by Franklin 
Moore, president of the American 
Hotel Association, with newspapers, 
magazines and business publications 
slated for most of the advertising. 

Mr. Moore’s announcement, be- 
fore the 23rd annual convention of 
the New Jersey State Hotel Asso- 
ciation, came close on the heels of 
a report to member hostelries this 
week asking additional hotels to 


lend their support to the promo- | 


tion. Total pledges to date exceed 
the $200,000 mark, according to the 
association, with many hotels con- 
tributing a dollar per month per 
room—in duebills only—for the 
drive to build up hotel business 
throughout the United States. A 
jumbo telegram 
Moore declares the rooms-for-ad- 
vertising campaign a “smash suc- 
cess,” with both large and small 


signed by Mr. | 


hotels sending in pledges, and asks 
| those on the still-unheard-from list 
not to “let us down,” but to grant 
non-transferable duebills in ex- 
|change for the association’s insti- 
tutional copy. 

| Advertisements in the campaign, 
| which is already under way, sell the 
comforts, conveniences and services 
available to tourists or other travel- 
ers who stay at hotels. Each ad 
'features the slogan, “For a Fresh 
Start Stop at a Hotel” and carries 
the circular emblem of the AHA. 
| Further promotion is set for a num- 
| ber of June magazines and a large 
list of newspapers. 


Split Three Ways 


| Under a three-way plan, the 
j}account is being handled in the 
East by John Falkner Arndt & Co., 
| Philadelphia, in the Midwest by 
| Harry Atkinson, Inc., Chicago, and 
_in the West by Lord & Thomas. 

Mr. Moore said most of the copy 
will appear in newspapers, with 
magazines and business papers to 
get lesser amounts. “We can’t claim 
|that we should get advertising 
free,’ he said. “It’s just like a 
hotel room. We can’t go to a pub- 
| lisher and ask him to give us space 
without giving him something in 
return.” He indicated plans for the 
entire campaign would soon be 
completed in New York. 


—i 


Mutual to Quiz NBC’s 
Royal Before Trial 

With the consent of National 
Broadcasting Company, Mutual 
Broadcasting System has _ been 
granted permission in New York 
Supreme Court to examine John F. 
Royal, NBC _ vice-president, on 
May 19, as a prelude to the suit 
over the broadcasting of bouts 
staged by Twentieth Century Sport- 
ing Club. 

As explained to the court, Mutual 
seeks to question Mr. Royal regard- 
ing contracts alleged to have been 
made between NBC and Mike 
| Jacobs, boxing promoter, and to 
determine whether such agreements 
had the approval of the Madison 
Square Garden Corporation. Mu- 
tual will also dwell on the allega- 
tion that NBC offered Jacobs a 
monetary inducement to break the 
agreement made with Mutual and 
Gillette Safety Razor Company. 


Warren to Head Drive 

| The newly-created Colorado ad- 
| vertising and publicity committee, 
| after considering 250 applicants, has 
|named Robert Warren, manager of 
| the Denver Junior Chamber of 
|Commerce Wonderland Association, 
jas director of the state advertising 
|and publicity program. He will 
jhave charge of appropriating the 
$100,000 voted by the legislature for 
| advertising and publicizing of Colo- 
_rado’s tourist attractions during the 
next two years. 


There’s Room For 


hy 2 NEW HAMPSHIRES 


Herre right in the heart of the “nation’s fastest 
growing market,” are 15,761 square miles of di- 
versified industry and agriculture—6,730 more 
square miles than the state of New Hampshire! 


With 920,663 people and $173,798,000 retail sales 
(U.S. Govt. figures), The Nashville Banner and 
The Nashville Tennessean are the only media 
that completely cover this great market. 


There are many facts about the Nashville Market 
that make advertising particularly profitable. 


We'd like to tell you about them. 


Nashville Banner? 


EVENING 


MORNIN 


May weP 


NASHVILLE TENNESSEAN 


G SUNDAY 


NEWSPAPER PRINTING CORP., Agents © THE BRANHAM C0O., National Representatives 


Henderson, Eccles 


Ask Taxes to Cut 
Non-Defense Buying 


National Sales Tax 
Urged by Manufactur- 
ers' Committee Chief 


Washington, D. C., May 8.—Taxes 
to curb non-defense buying, includ- 
ing a 20 per cent sales levy on both 
new and used automobiles, were 
urged before the House ways and 
means committee this week by 
Leon Henderson, Defense Price Ad- 
ministrator, and Marriner S. Ec- 
cles, chairman of the board of gov- 
ernors of the Federal 
System. 

Both officials criticized the excise 
tax program advocated by the 
Treasury as “regressive.” They 
urged heavy taxes on durable goods 
which compete with defense indus- 
tries, and told the committee that 
it should not “go piddling around 
putting taxes” on such items as 
tobacco, soft drinks, gasoline, candy 
and bank checks. 

Both witnesses suggested excess 
profits levies as the keystone of the 
new program, and recommended 
far heavier rates than the Treasury. 


|After urging that the Treasury sug- 
gestion of a 7 per cent tax on cars 
'be raised to 20 per cent, Mr. Hen- 
|derson listed other products which 
compete with defense products and 
j}hence should be taxed heavily. He 
|mentioned watches, clocks, phono- 
graphs, refrigerators and auto ac- 
cessories. Luxury goods might be 
taxed from the point of “equity,” 
he said, but such a step is “defla- 
tionary” and unnecessary. 


Disagree on Middle Brackets 


Mr. Eccles declared that Treas- 
ury income tax proposals impose 
“too abrupt an increase on the mid- 
dle brackets,” whereas Mr. Hender- 
son expressed willingness to accept 
them “all in all.” Both agreed, 


however, that levies on “commodi- | 


ties that are in abundant supply 
|will make no significant contribu- 
‘tion to our defense effort.” 

| Numerous other witnesses ap- 
jpeaetng at hearings during the 
'week expressed opposition to new 
taxes on products in their fields. A 
sizable delegation of tobacco men, 
estimated to number 500, crowded 
the hearings yesterday to protest 
the doubling of tobacco rates, as 
suggested by the Treasury. 


Sales Tax Urged 
Although the White House and 


posed to a general sales tax, a rep- 
resentative of the National Associa- 
tion of Manufacturers 
committee to consider such a plan. 
The witness, Livingston W. Hous- 
ton, chairman of the NAM govern- 
ment finance committee, advocated 
a sales tax “because the huge de- 
mands for revenue required to help 
‘meet the national defense effort 


leannot be obtained from the exist- | 


ling forms of taxation without un- 
}due hardship.” 
Other NAM proposals 


broadening the individual income 


|\tax base, stringent economy in non- | 
|defense expenditures, and increas- | 


ing the existing 4 per cent normal 
income tax rate instead of stiffened 
surtaxes. 


| 
| 


General Foods Adds to 
“Kate Hopkins” Lineup 


General Foods 


lineup for “Kate Hopkins,” dra- 
matic series for Maxwell House 
coffee, making a total network of 
51 CBS stations. 

The series is aired daily from 
2:45 to 3 p. m. through Benton 
& Bowles. 


Hotels to Wales 


The following resort hotels have 
named Wales Advertising Com- 
pany, New York: Lake Morey Inn, 
Fairlee, Vt.; The Montowese, Bran- 
ford, Conn.; and Basin Harbor 
Hotels, Basin Harbor, Vt. 


FTC Attorneys 
Seek Extension 
of Agency’s Power 


Washington, D. C., May 8.— A» 
amendment to the Federal Tr: je 
Commission Act, which would ; 
thorize the Commission to issue 4- 
terpretive rules in unfair trsie 
practices and permit the imposit jy 
of a civil penalty for violations, 


been proposed before a_ Sen te 
judiciary subcommittee by Fc 
lawyers. 


| 
| 


the Treasury are on record as op-| 


urged the} 


included | 


Corporation has | 
added seven outlets to the station | 


The proposal was made be! re 


'the group which is considering t!, ee 


bills to regulate administrative ; 5- 
cedure of federal agencies. Onc of 


|the bills is almost identical with ‘he 
|Walter-Logan bill 
‘both houses last session but was | e- 
‘toed by the White House (Ap\ x- 
\TISING AGE, April 28). 

Reserve | 


which pas ed 


In contending before the b- 
committee that the FCC should be 
exempt from any bill regula’ ng 
federal agencies, FTC lawyers ur ed 


specific rather than general leg) ia- 


tion to correct weaknesses in he 


lenforcement of laws pertaining to 
jrestraint of trade. 


Penalties to $5,000 


The proposed amendment would 
permit the FTC, after a certiin 
|practice has been held to be unl: w- 
‘ful by the Supreme Court, to 
charge all other persons shown to 
lhave engaged in the _ practice 
deemed illegal with a law violation 
Those violating rules based on Su- 
preme Court verdicts would be li- 
able to civil penalties of up to 
$5,000. 

FTC attorneys claim that there is 
‘no present method whereby a law 
can be automatically enforced 
‘against persons other than those in- 
volved in particular proceedings 
| Hence, while principles of law have 
|been established by Supreme Court 
action, other persons do not neces- 
| sarily obey the law established 


Armstrong Cork Expands 
Advertising Department 


| In order to coordinate all phases 
of its promotional activities, Arm- 
strong Cork Company, Lancaster, 
Pa., has expanded its advertising 
department to the advertising and 
promotion department. 

M. J. Warnock, former assistant 
general sales manager, has been 
named director of the new depart- 
ment. E. Cameron Hawley, forme! 
director of retail merchandising fo! 
the floor division, has been made 
assistant director. 


Names Clark Collard 


| The Clark Collard Company, 
| Chicago, has been appointed to 
‘handle advertising of the Big 4 
| Advertising Carriers, Chicago. 


“MEET THE PEOPLE’ 


pace 


“How in the world did they set ™Y 


name?” If you've ever asked y aston 
ished self that question, when ex=™!=® 
an advertising piece that came ‘"70Ns 
the mail, you'll be fairly safe | —_ 
the scholarly-looking gent pict here 
As long-time head of the Buck _ 
Mailing List Division, H. R. Ch par 
probably been responsible for » re ** 
prises of this sort than any wore 
or otherwise. Like Ko-Ko in “'T! Kace 
he’s ‘got you on his list!” 

eee tea! 
Write or call our Mailing Li satige 
when you need prospect lists o' ™"Y oo 
This department supplies up-'o §*'¢ lis 
in more than 15,000 classi! ons © 
manufacturers, wholesalers, re!" °'® ‘~ 
fessional people or consumers any . 
sired territory and of any © ss 
financial standing. Lists are = a 
to your order from the lates ares 
sources. Most of them carry 00 
postage guarantee. Telepho SS 
6100 or write to Buckley, Dem hemo 


pany, 1300 Jackson Boulevcr 
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“A Supreme Journalistic Achievement” 


“TO THE NEW YORK TIMES for the public educational value of its foreign news 
report, exemplified by its scope, by excellence of writing and presentation, and 


supplementary background information, illustration and interpretation. 


Upon recommendation of the Advisory Board stating that a supreme journal- 
istic achievement of this kind does not clearly fall into any of the present 


categories defined for awards, the trustees take this means of recognizing 


D> D HHH HHH HH DD 


THE 


VEW YORK TIMES.” 


SPECIAL CITATION BY 


THE PULITZER PRIZE COMMITTEE 


The New York Times acknowledges with pride the precedent-breaking 
action of the Pulitzer Prize Committee in awarding it a special citation for 
the “supreme journalistic achievement” of its foreign news report. 

It is a matter of satisfaction that this award recognizes the community 
of effort of the staff of The New York Times. those at home as well as those 
abroad, those who present and interpret and illuminate the news as well 
as those who gather it. 

Yet without false modesty or boastfulness, what the Pulitzer Committee 


refers to as “supreme journalistic achievement.” The New York Times con- 


siders its routine, everyday job. In 1918 The New York Times won the first 


Pulitzer gold medal for meritorious public service for its complete and 
accurate coverage of the World War. Since those days The New York Times 
staff has been augmented and strengthened, its experience broadened, its 
facilities of transmission and presentation immeasurably enlarged. 

Today, the American people can remain free only if they are fully and 
honestly informed. 

Thus the challenge to American journalism to give the nation the faets 
is greater than ever before. Those who make The New York Times have 
been trained and disciplined to meet this challenge —“to give the news impar- 


tially, without fear or favor, regardless of any party, sect or interest involved.” 


Che New Pork Times 
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ston 
pug ) fa ? ~o * 7, » i" ‘ 4 e ae > “ = = ’ » ryy ’ T a4 r 
=a Pulitzer Prizes Won by The New York Times and Members of its Staff— The Greatest Number Won by Any Newspaper 
here 
mer 
_ 1941 The Times itself—special citation “for the public 1937 Anne O'Hare McCormick, for distinguished for- 1935 Arthur Krock, for distinguished correspondence. 1926 Edward M. Kingsbury, for the most distinguished 
vid educational value of its foreign news report, ex- eign correspondence, dispatches and special impartial and analytical coverage of Washington editorial of the year. on the Hundred Neediest 
sdo emplified by its scope, by excellence of writing. articles from Europe. news. Cases. 
presentation, and supplementary background 92° ingui 
information, illustration, and interpretation.” 1937 William L. Laurence, for distinguished report- 1934 Frederick T. Birchall, for unbiased reporting of 1923 Alva spn for distinguished reporting of 
risior , . th s from Germany. scientific news. 
— 1910 Otto D. Tolischus. for articles from Berlin ex: ~ the ae Celebration at Harvard re news from Germany #8 | | ; 
lis's pleining the economic and ideological beck: niversity, shared with four other reporters. 1932 Walter Duranty, for dispassionate, interpretative 1918 The Times itself—its entire news staff—“for the 
s 3 ground of war-engaged Germany. reporting of the news from Russia. mest Gisinterested and meritorious — saps 
pro ' ; 1936 Lauren D. Lyman, for distinguished reporting— ice rendered by an American newspaper” —com- 
y oe 1°38 Arthur Krock. for distinguished Washington a world beat on the departure of the Lindberghs 1930 Russel Owen, for graphic, living news dispatches plete and accurate coverage of the news of the 
a correspondence. for England. from the Byrd Antarctic Expedition. World War. 
pu 
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Investigation of 
Public Opinion 
Polls Suggested 


Washington, D. C., May 8—A 
Congressional investigation of pub- 
lic opinion polls was urged here to- 


day by Sen. Gerald P. Nye, North | 


Dakota Republican, who introduced 
a resolution calling for “determina- 
tion of the procedure and methods 
used in conducting such polls and 
tabulating the results thereof.” 
The resolution, S. Res. 111, was 
submitted without comment, but it 
is believed that Sen. Nye made the 
proposal because of a recent poll 
which reported the American public 


in favor of entering the war if nec- 


essary to prevent Great Britain’s 
‘defeat. As an isolationist, Sen. Nye 
strongly opposes that view. 

_ The resolution would authorize 
| the interstate commerce committee, 
lor a subcommittee of that group, to 
‘spend up to $5,000 on the investiga- 
|tion and to report to the Senate its 
findings as soon as possible along 
with possible recommendations for 


legislation. The resolution was re- 
ferred to the interstate commerce 
committee. 


‘Gets Millinery Account 


Midtown Millinery Shops, Inc., 
New York, has appointed Consoli- 
| dated Advertising Agency, New 
| York, to handle its account. 


Many Problems to | 
Get Airing af 
ANA Conference 


New York, May 8.—Market re- 
search and problems generated by 
the national defense effort will 
share the spotlight at the semi-an- 
nual meeting of the Association of 
National Advertisers, to be held 
May 12-14 at the Westchester 
Country Club, Rye, N. Y. The meet- 
ing will be closed to all but execu- 
tives of member companies. 


The opening session, under the 


May 12, 194} 


|direction of H. M. Warren, National 
Carbon Company, will deal with re- 
jsearch and will be addressed by 
|Samuel Cherr, Young & Rubicam; 
|Wilder Breckenridge, Bureau of 
Advertising, ANPA, on the Con- 
tinuing Study of Newspaper Read- 
jing; Dr. D. W. Lucas of New York 
University on copy testing; Robert 
B. Brown, Bristol-Myers Company, 
on magazine readership; and Dr. 
Henry C. Link, Psychological Cor- 


poration, on “hypodermic selling 
aids.” 

Following a luncheon at which 
the principal speaker will be) 


Mason Britton, McGraw-Hill Pub- 
lishing Company, and now with the 
OPM in Washington, 
round table group meetings will be 
held Monday afternoon. Group 
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MARKET GRouP 


480 LEXINGTON AVE., NEW YORK CITY e CHICAGO OFFICE: 360 N. MICHIGAN AVE. | 


a series of | 


—— 


chairmen will be Carleton Healy 
Hiram Walker, Inc., display; D. W. 
Coutlee, Merck & Co., direct mai]: 
J. O. Carson, H. J. Heinz Compa: y, 
newspapers; Gordon E. Cole, Can. 
non Mills, Inc., magazines; and 
William N. Connolly, S. C. Johnson 
& Son, Inc., radio. 


Many Problems Studied 


Also on Monday afternoon, jn. 
dustrial advertisers in the ANA \j}] 
gather for a half-day session \ 
der E. A. Throckmorton, Conta ner 
Corporation of America. Speakers 
will include Donald R. G. Cowan. 
|Republic Steel Corporation, ony 
market research; H. H. Simn 
Crane Company, on the effec: of 
| present conditions on promotion 
jand distribution; R. C. Byler, SKF 
Industries, on long-range advertis- 
ling; J. F. Apsey, Jr., Bla & 
| Decker Mfg. Company, and Alan 
Brown, Bakelite Corporation. 

An exhibit and explanation © the 

\latest developments in color ph 
raphy, under the direction of \ 
|Potter, Eastman Kodak Company, 
|is scheduled for Monday eveni: 
A discussion of legal pitfalls d 
|methods of avoiding them wil! be 
ithe highlight of the Tuesday m: ;»- 
ing session, to be addressed by | ur 
attorneys, including I. W.. Digces, 
counsel to the ANA. 

Speakers at the Tuesday alter- 
noon panel discussion, under the 
chairmanship of C. C. Carr, Alumi- 


num Company of America, will 
cover public relations  proble)is, 
They will include T. H. Dauchy, 


International Nickel Company; Hir- 
rison M. Anderson, General Mills. 
Inc.; George F. Tilton, Anheuser 
Busch, Inc., and Wilmot P. Rog: 
California Packing Corporation 

At the final session Wednesday, 
to be entirely devoted to advertis- 
ing and sales coordination under 
the direction of Price Gilbert, Jr., 
Coca-Cola Company, skits presented 
by professional talent will drama- 
tize merchandising problems. 
Among the speakers will be Captain 
H. Ledyard Towle, Pittsburgh Plate 
Glass Company; A. C. Seyfarth, In- 
ternational Harvester Company; R. 
C. Hull, Loose Wiles Biscuit Com- 
‘pany; O. A. Buckingham, Cluett, 
Peabody & Co.; J. A. Spooner, 
American Viscose Company; Philip 
J. Kelly, Carstairs Brothers Dis- 
tilling Company; and A. C. Nielsen, 
A. C. Nielsen Company. 


Plan First Consumer 
Copy for Soft-Weve 


First consumer advertising for 
Scott Paper Company’s new Soft- 
Weve tissue will break within a few 
months, it was indicated at a meet- 
ing of New York and New England 
salesmen in New York. The com- 
pany is concentrating on obtaining 
distribution for the product. 


Although plans are not com- 
pleted, it is expected that maga- 
zines will carry the bulk of 


Soft-Weve advertising. J. Walter 
Thompson Company is the agency. 


Baths Appoint Lewin 

Hotel Pennsylvania Baths, New 
York, has appointed A. W. Lewin 
Company, Newark, to handle its 
advertising. 


.»-more than just 
a radio station -- 


a Baltimore 
institution! 


— } 
— 
— 


EDWARD PETRY & CO. 
GOING MUTUAL--OCTOBER ! 
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Yes, we've got a lot in common—with 


Puppies! 


Movie people, illustrators, editors, advertis- 


| ing men know that it’s hard to top the power 


re glad to note we've 
sot a lot in common! 


of puppies to appeal to all kinds of people, great 


and small. young and old. 


LIFE Magazine, too, has a unique power 


to grip the attention of all people. 


LIFE’s fascinating living, breathing reality 
commands a regular. week after week audience 
of more than 20,000,000 readers*—eagerly re- 


ceptive men, women, and young people. 


Advertisers have been quick to recognize 
the extraordinary value of this publishing 
phenomenon. That explains why LIFE now 


carries more pages of consumer goods ad- 


vertising than any other magazine. 


uy 


oe 


The phenomenon of 20,000,000 people de- 
voted to one magazine also explains the remark- 
able merchandising potency of LIFE adver- 
tising—a potency which stores everywhere are 
cashing in on by tying up their local promo- 


tions with LIFE advertising. 


*Scientifically established and reported by LIFE’s Continuing 
Study of Magazine Audiences. Latest audience totals, from 


Report No. 4: 


COLLIER’S. . . «© «© «© «© «© «© « «+ 14,750,000 
LIBERTY . «. «© «6 © © «© © «© «© « 12,900,000 
LIFE . . 2 6 © © © © © © © «© «66 «620,450,000 
SATEVEPOST. . . . « « « « « « 13,050,000 
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Five Tobacco Companies 


Abandon Defense 


Five of the eight defendants in | 
the federal government’s anti-trust 
suit in the tobacco industry ype 
withdrawn their defense é 
agreed to accept whatever auman 
is reached against the remaining 
three — American Tobacco Com- 
pany, Liggett & Myers, and R. J. 
Reynolds Tobacco Company. 

The five companies which filed 
the joint stipulation were P. Loril- 
lard, Philip Morris, British Ameri- 
can, Imperial and Universal Leaf. 
Trial 
conspiracy to fix prices and other 
anti-trust violations has been post- | 
poned to June 2 at Lexington, Ky. 


Full Account to Ehlinger 

Engineering Laboratories, Tulsa, | 
Okla., has turned its entire account 
over to Stanley J. Ehlinger Adver- 
tising, Tulsa. Previously the agency 
had handled direct mail and pub- 
lished the monthly “ELI Engineer” 
for the company. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


of the others on charges of | 


| 
| 


Style to Bow to 
Quality, Fashion 
Group Is Warned 


War 


New 
| guide to merchandising in times of | * 
emergency was indicated at yester- and look better” rather 
| day’ s meeting of the Fashion Group | that are new or a novelty. 


Luxury Market Thinning 


| when 


consumers 
will thrust aside 


York, May 


three 


ity alone. 


Leo Cherne, 
of the Research Institute of America, 
as moderator, 
Sondheim, Herbert Sondheim, Inc., 


acted 


Economy Likely | ingenuity 
to Change Emphasis in. 
Clothing Field 


speakers 
under a 
considerations of | 
style and buy on the basis of qual- | 


executive 


dicted a weakening 
of obsolescence 
| change” 
| industry has sold 
| income groups and 


tributing to this 
sion” which will 
of the 


power 
of defense, Mr. 

this combination 
6.—A_ possible | 


‘something that 


that | 
economy | 


agreed 
war 
“The 
said, 


secretary 


Herbert | Mr. Sondheim said 


market is 


while 


and Sara Pennoyer, fashion promo- | Quality, however, 


tion director, 


manufacturer 
tively. 
Pointing out that the defense pro- | 
| gram is giving birth to a new group | 
of customers, 


Bonwit Teller 
represented the viewpoints of the | us.’ 
and retailer, | 


formerly 


& Co.,/an 
The dress 
retailers to use ins 


ithe “inside story” 


on WPA or chandise and to 


‘relief rolls, with annual incomes of 
| $1,000 to $3,000, Mr. 


and quick 
by whic 


| by manufacturers and retailers on 
the quality of goods. 
“economic compul- 


industry 
the commandeering of fabrics, 
and machines for 
Cherne said, 


make necessary the manufacture of 
will 


new buyers,” Mr. 

“are going to pull your fabrics 

apart and ask how 

chandise will last.” 
Voicing the same point of view, | 

“luxury | Durstine & Osborn. 


tising to impress on the consumer 


make a 


Cherne pre- 
of the “doctrine | 
style | 
h the fashion 
to the higher- | 
a new emphasis 


Further con- 


challenge the | 
will be 
man 
purposes 
and 
of factors will 
last longer 
than goods 


Cherne 


long the mer- Carl Snyder, John Benson, 


economist; 


This is the speakers’ table at one of the Four A's business sessions. 


_ 
<a 


READY FOR THE SERIOUS BUSINESS 


Left to 6 sh+ 


Four A's president; Atherton Ho. 


president of Benton & Bowles and retiring Four A's chairman; Arthur Hays . 
berger, publisher, New York Times; and Bruce Barton, president, Batten, Ba: on 


of quality mer- | for quality, rather than quantity. 
plea for Mrs. Pennoyer emphasized that 


“SMOOTH AS STILL WATER” 


printing results. At the 


If you have a small 


you now Can step-up 


Tea fect’ 


Levetcoal Paper 


Made super-smooth by new, exclusive 
coating processes. For high-quality printing. 


Kimfect’ 
Sovetcoat Paper 


Companion to Trufect ot lower cost. For 
use where quality remains a factor, but 
less exacting printed results demanded. 


Multifect’ 
Fevelcoal Saper 


Where economy counts in volume printing, 
this grade does a splendid job. 


KIMBERLY-CLARK CORPORATION .. Established 1872 


NEW YORK — 122 East 42nd Street 


CHICAGO —8 South Michigan Avenue 


If you have been buying highest quality printing, 
now buy more printing at the same price by 
Servelcoal papers. Levelcoal provides all the beauty of costly 
printing papers at the price of ordinary paper. 


PRINTING PAPERS 


Providing all the beauty 
of costly printing papers at the price 
of ordinary paper! 


No BUYER of printing can afford to overlook the big news 
about Sevedcoad.* Here are printing papers which have been 
made super-smooth by new and exclusive coating processes 
—beautiful, rich-appearing papers, paving the way for the finest 


same time—thanks to Kimberly-Clark’s 


manufacturing economies—important savings are now available 


to every Company using printing. 


you can 


specifying 


printing budget which has limited you 


to not-so-good appearing catalogs, circulars and brochures, 


to Levelcoa? quality paper at little, if 


any, extra cost, and benefit by a mighty respectable job! 


Seeing is believing... Ask 
your printer or paper merchant for 
samples, or write Kimberly-Clark 
for proofs of printed results 
heretofore obtainable only with 
high-cost printing papers. You'll 
agree these new papers do most 
for the money. They are available 
through your paper merchant. 


Or, inquire direct. 


. 
TRADE MARK 


NEENAH, WISCONSIN 


LOS ANGELES — 510 West Sixth Street 


that the 
definitely thinning.” | — 
he continued, is | buying fewer units of quality mer- | quality is a “long-range econ my” 
“economic necessity for all of | chandise of better grade as against} when the customer’s funds are 
a greater number of inferior grade.| limited. The defense psycho ogy. 
manufacturer urged He suggested that college girls,|she pointed out, has engende:.d 
titutional adver- | comprising a large and untouched|new respect for quality in © ery 
market, be educated now on buying | woman. , 


Creates Attitude of Mind 


“Because quality clothes do » jore 
for a woman’s looks, and ther: fore 


her spirit, they are first-line jp 
defense in time of stress. Avain 
buying quality in such thing. as 
wool suits, nylon hose and 0d 


shoes may be considered an in\ est- 
ment because defense priorities may 
restrict those things in the future 


For all these reasons Ameri is 
experiencing a_ perfectly logical 
reaction against too-rapid fashion 


change. There will be fewer 
fashions of the here-today-and- 
gone-tomorrow variety.” 


Mrs. Pennoyer suggested a four- 
point program by which retailers 
might spread the story of quality 


among consumers: attach explana- 


tory tags to merchandise above cer- 


tain price levels with some head- 
line such as, “What makes this 
worth the money it costs?” and a 
resume of the various steps that 
went into the making of the gar- 


ment; better training for advertis- 
|ing copywriters including a trip 
through the factories which turn 
out the store’s goods; quality train- 
ing for sales people who should 


learn the manufacturing steps that 
|insure satisfaction of the buyer; and 
‘dramatization of quality in win- 
dows. 


Gibson Adds Duties 


| Albert E. Gibson, promotion 
|/manager of Station WSM, Nash- 
| ville, has taken over the duties of 


| publicity director, 
| Jack Harris, 
|absence to act 
director of the 
| War 


pinch hitting for 
now on leave of 
as special events 
radio division of the 
Department. 


Appoints Parker-Allston 
Babaco Alarm System, New 
York, has named Parker-A\llston 
Associates, New York, with Ray- 
mond D. Parker account executive 


— 


COLUMBIA’S 
STATION 
FOR THE 

SOUTHWEST 


K FE 


WICHITA 
KANSAS 


Call Any Edward Petry Offi 
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. . off Elsie.” When a member of the Since proper nourishment is an Dr. Andrews replied to Mr. Cher- of preparedness in the nation.” 
Offer Varied Views audience reminded him that the important phase of military pre-  ington’s implied criticism of adver- At the morning session the Fed- 
,famous Borden cow had recently |paredness, Mr. Montague asserted, tising by saying that “as soon as eration passed a resolution urging 
' | passed on to pastures greener than normal production in the dairy in- consumers will listen to facts, ad- | Congress to pass the Gillette bill 
About Consumers Hollywood and Broadway, he re- dustry should be maintained and vertisers will use facts.” The dairy which would compel publishers 
plied that “she still lives on the increased “so long as it does not industry, he added, “sells with and printers of certain propaganda 
|}Magazine pages.” interfere with the defense pro- facts” and the same policy should material to list on such matter 
/ fense ) endin Higher Standards Urged gram. Citing the enormous gov- be followed throughout the whole |their names and address. 
p © | tte, Gain, om te cto tana, moment ceoers aan dae| te Mong Os aa ed | 
: : ’ ’ ate c, he “ -mbers scussing e work of home 4 
° . ,| maintained that consumers should o¢ pis audience that they could help economists in the current emer- Baugh to Erwin, Wasey 
Both Spending, Restraint use the increased earning power py understanding the reasons for gency, Dr. Bond said that the | Paul R. Baugh has joined Erwin, 
Urged Before Women's tania from the RENAE: Goeeter any dislocation of the industry and answer to the often-repeated ques- pin» gd pe den pein a “He 
program to maintain and increase by not hoarding or overstocking, tion as to whether the consumer megs was et ap 


Federation 


Orlando, Florida 
— IsNot The — 
Biggest, But It 


}out that government 


their standards of living. He pointed 
expenditures 


thus creating 


artificial shortages. 


movement 


would 


continue 


was formerly 


executive vice-presi- 
dent of Blaker 


was Advertising Agency, 


even heard one of the fugitives surrender 
to May when he accidentally stumbled on 
him in a farm building. At many a spec- 


broadcast from every sizeable community 
in Nebraska, Southern South Dakota and 
Western lowa. 


On-the-Scene Fire 


Listeners 


Seasoned Sportscaster Brings 
Celebrities to WOW Listeners 


Catching and interviewing sports celebrities for 
wow listeners is $ the long suit of Tom Dailey, 


May and Dailey Broadcast from Pacific Coast 


WOW sportscaster. He has just completed a series 
of 18 transcribed interviews with the leading base- 


De- 
scription Thrills WOW 


. , “emphatically yes.” New York, where he handled the 
for defense have already reached Consider Diets a ; , 
New York, May 6.—Whether th " : - ‘ ? accounts of American Radiator & 
Ni ¥ : y 6. hed ~~ oe $3,500,000,000 this year and that The problem of better diets for Importance of Home . i: . . ave Caswess 
pulging pay envelopes created by the > : a . _ Standard Sanitary Corporation, 
defer e program should be poured many families throughout the | American families, referred to by “The army and navy, the marines New York, and C. F. Church Mfg. 
— for consumer goods or whether country are finding themselves with |Mr. Montague and Mr. Martin, who and nurses are the first line of de- |Company, Holyoke, Mass. 
a. tamal eeonceny oon be better More money to spend and better described the government’s pro- fense,” she said, “but we and you ; 
= " “oy exercising ar streint able to pay taxes. Manufacturers | gram for enriching bread flour with | represent the first line of prepared- 
pos aA on the baoke of protic must meet their demands for more | vitamins, was taken up by Miss ness, the American home.” 8x 10 
ems? pst ngage Shes goods by increased production if a Flanley and Dr. Andrews. Miss Elaborating on this contention, A wx. mA A Cc 
between economic observers here ' : : 4 ‘ 4 
ss : : ‘ price rise is to be prevented, he | Flanley asserted that “we must | Dr. Bond declared that the condi- | eae 
last weekend at the 115th annual | © id mae eee eilerte i wwe ai thie ata ee in | =a In lots of 100 or more 
convention of the New York City | 52/4: throw our efforts into educational tion in W lich workers in hospitals, | vse actual photos in your catalogs, portfolios, direct 
: ; . A : . “We must spend our national in- |channels” so that the masses of factories and offices, and even the | mall. Send photo or negative. We do the rest. 
Federation of Women’s Clubs. a. . Saat ae ; . | Quotations supplied for any size Same low prices. 
Advocating continued spending of come if we are to maintain it,” Mr. | the people will learn how to obtain President, leave their homes every Phete goat sarc 1! I'ee Jo, tots of 1008. ' 
f UCe : ~ nn): pins oe . 3343 . . —- w ee 7 atin. indow Disp la nlargements ransparencies 
the national income in order to Goslin declared. better nutrition. morning is a “measure of the state | egmmercial hote. 416 W. 45th St., W.Y.C. 
si maintain our high standards of 
living, Omar P. Goslin, economist, 
e . . . 
disagreed with the principles WwW WwW Ww 
My enunciated by Paul T. Cherington, wo Oo 
” market analyst, who came out for 5000 Watts Covers an area of 
y strict curtailment of expenditures. Day and Night 185,288 square miles, 
Mr. Goslin is co-author with his . 7 
wy ; . ; mo containing more than 
wife of “Primer for Americans. 590 ~ Ne 7 . 
” Others who participated in the Kilocycles ) 700,000 radio homes. 
- symposium and panel discussion o \ ; 
7m which followed were Dr. Helen a eo 
a i ies taaen G.| Weta s OMAHA - GREAT PLAINS MARKET BULLETIN OMAHA, NEBRASKA | 
' jlumbia University; Theodore G. fe Se a —— a a eeaainans 
od Montague, president, Borden Com- | 
m pany; Wayne G. Martin, Jr., East- | 
wl ern manager, Northwestern Miller; 
a Mabel Flanley, Borden Company; 
, Zola Vincent, food editor, New York 
cal Journal & American; Dr. Benjamin | E 4 C . F 0 R Uj ¥ 
on Andrews, Columbia University; and 
po Mrs. Goslin. —— | 
Hp npPingeses 34 Week| Newscasts Styled 1 
- In an address that bristled with | ly $ S$ y 0 
wd warnings, Mr. Cherington declared 
‘ity that we are faced with a “choice 
se between being murdered in our ul iS eners n is réa 4 
pa beds or putting up a fight in the 
ad- jg ‘{ront hall.” Asserting that we are | Guided by a strict policy designed to give listeners complete local, 
thi not “drifting toward” war but are . | ¥ Lomal e w ie’ : 
_ actually in it, he laid down four | national and international news, the WOW news department has 
hat principles by which every family | built a tremendous audience rated at 700,330 radio homes. 
are fg ‘ould be guided in order to pay | Thirty-four regular 15-minute news casts weekly, plus frequent 
: for this “deadly expensive  busi- | . : . ‘ : : 
a ness”: cut down normal expenses | special events broadcasts of news interest, keeps sets in this area 
a to the bone, set up a monthly | tuned to WOW. 
. I io j . j ay > axe rr 2 . ) q 
in. fg CUdget including payment of taxes, | WOW’'s news department, created in 1935, was one of the first 
id buy with discrimination to “get the | , . , . , ‘ ‘ 
no best bargain” and “disapprove of full-time radio news departments of any independent station. Today 
ond @ Sasping management, _ truculent i be it employs 11 people, has full United Press service, direct wire to fire 
; labor” ¢ atte s “Si > us pa a : Fre 
vin. fg 200r” and attempts to “saddle us , tonnes be ilanal Cotebedhing Caneel _ and police departments, and a short wave receiver constantly tuned 
permanently with a bureaucratic WOW Takes Listeners to Nationa B 
sovernment.” to Department of Commerce Airways ra- 
Sian, ae eseyen MOBILE UNIT TRAVELS FAR AND WIDE TO BRING) ‘22.1.9 osteciegton tac 
told his audience that he wished 
‘tior lo leave with it three injunctions News for Those Who Hear It 
ash- -to be “scornful and incredulous,” — a pee ae 
> af Tl leet ae the truth, ond te com Striving for news designed for listeners—not 
g for nection with his final warning, “You never know where he'll be next.” | tacular fire, Foster May's mike line has readers—News Editor Foster May and three as- 
B- don’t let them wheedle you,” he That's what midwesterners tell you | run parallel to the firemen’s hose. sistants rewrite every word of news that comes fe 
; the aid. “Advertising is news about | about Foster May, their favorite news- Within the six years he has directed this over the wire. Re-write men follow 2 special ie 
goods Make them make it news| caster and chief of the WOW special unusual news and special events depart- oii ‘ - 
sout goods and quit giving you) events department. ment, May has made newscasts from both WOW style carefully developed over a period 
' — mag per mony st - | When the time for any one of his many a re nS —_ of years for the purpose of hitting high interest 
urning to where Mr, Montague | daily appearances on the air rolls around ‘lorida and Uid Mexico -— even trom the wer ® : Haj 
New ad been sitting at the speaker's “ny Py as likely to be several a heart of the Arizona desert. This depart- points for listeners of the Omaha-Great Plains 
Iston ‘able, Mr. Cherington loosed his} miles from home describing an important ——— a — a a on market. WOW news reaches Omaha city lis- 
ay- 5 lg s 66 . sy ici : . ‘ . the Nationa ornnhusking Con est despite 4 
te rting shot, “And I hope they kill event, as he is likely to be in his studio. attempts of the National Cornhusking As- teners four hours quic ker than newspapers, and 
_Listeners have heard him describe a run- | sociation to prevent the broadcast by hav- country listeners as much as 18 hours quicker. 
ning gun battle with escaped convicts — | ing May arrested. Other events have been 


Fixed Audience Stays Tuned to WOW 

To the radio time buyers, this exceptional and 
popular news service means one thing—a con- 
stant, loyal audience for your advertising mes- 
sage .. . an audience that tunes to WOW and 
stays tuned. 


You Can Dominate the 
Omaha Great Plains Market 
WITH 


On the RED Network 
ss0 6c 5000 WATTS DAY © | 


ball figures of 1941. Unusual features like this 
win a large audience for WOW at all times of 
the day. 


_ JOUN J. GILLIN, IR, MGR 
John Bleir & Co., Representatives 


WOW Mobile Unit Covers Flood 
(Flood Nearly Covered WOW Mobile Unit) 
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Our Capacity to Produce 


In considering the ability of| 
American industry to produce the 
goods required by the civilian 
population, in addition to the de-| 
mands of the national defense | 
program, which necessarily come | 
first, it might be well to take a look | 
at the figures. 

Those who asserting that 
normal production and distribution | 
will be seriously interfered with by | 
manufacture of war materials and | 


are 


lieve, the tremendous unused 
pacity of the industrial plants of 
the United States, especially when 
working at full speed. 

In 1937 our industrial production | 
aggregated $60,700,000,000. In 1939 | 
the total output amounted to $56,- | 
800,000,000. There was no great) 
change in the price level in that 
period, so that the difference be- | 
tween a good year and a fair year | 
was nearly four billion dollars. | 
While it is hoped that the defense | 
program will require the expendi- 
ture of from four to six billions al 
year, the fact is that current 
expenditures are well below that 
figure. 

If a variation in normal produc- 
tion amounts to more than the 
current output for defense purposes, 
it seems clear to us that the addi- 
tion of five or six billions to the 
industrial load, with additional 
capacity and additional workers 
available, should be well within the 
possibilities, and certainly should 


ca- | 


not make it difficult to continue to) 


supply the population at large with 
the products which they want and 


need to maintain their standards. 

Here’s another slant on the same 
picture: Gov. Dwight Green, of | 
Illinois, recently reported the results 
of a survey of manufacturing facili- 
ties in that state alone, and called 
attention to the fact that there are 
1,400 plants equipped for defense 
production which are working one 
shift or less, and which could in-| 
crease their production by 200 per 
cent or more by going to three 


They have the facilities and the 
labor available to make a_=far| 
heavier contribution to defense 


production than they have thus far 
been asked to assume. The great 
emphasis thus far has been on add- | 
ing equipment and other produc- | 
tion facilities to large plants capable | 
of handling major contracts, rather 
than making complete use of all | 
the manufacturing facilities in the 
country. 

All of these facts being so, we 
should be able to see ample room| 
|for the addition of the defense pro- 
duction program to the manufac- 
turing schedules of American indus- 
try without feeling that this will} 
necessarily interfere with the out- 
|put of general consumer goods. Our | 
economy will be far healthier if we | 
can carry On without disruption of 
normal production and marketing 
activities, since civilian morale will | 
be maintained, business volume will 
be increased, tax resources will be 
multiplied, and the strength of the 
nation to carry the tremendous 
economic load involved in prepara- | 
tion for war will be augmented. 


Let's Get in and Pitch 


Loose-Wiles Biscuit 
ambassador of 

going around 
telling business 


Gene Flack, 
Company’s famous 
good will, been 
the country 
groups of all kinds a few 
truths that they have been 
able to listen to with profit. Gene 
makes it clear that from where he 
sits the job of sales and advertising 
departments is to take 
of the enormous opportunities now 


has 

lately 
whole- 
some 


advantage 


business, 
the tem- 
defense 


increased 
about 
the 
boom or the economic aftermath. 
As he well says, it is the business 
of general management to study 
the future and be prepared for it 
But for the 
man who has a sales or advertising 
job to perform, his task is simply 
to develop the which is 


presented for 
without 
porary 


worrying 
character of 


insofar as possible 


business 


now available in such enormous 
volume, and thus to provide the 
resources which will enable his 


company to meet any _ business 
emergencies which may develop 
three or four or five years from 


now. 


“I have no patience,” asserts the 
genial Mr. Flack, “with 
salesmen who go around talking in 
pessimistic and lugubrious§ tones 
about the depression that may 
come along in 1944 or later, after 
the current defense boom has spent 
its force. No salesman can sell if 
he is paralyzed by fear. It’s our 
job in and advertising to 
get in there and pitch. If we do 
that job well, we shall have less to 
worry about the future 
or now.” 


soOur-puss 


selling 


either in 


This is good gospel Maybe we 
are all much the 
economic implications of the boom. 
But for our own good, and that of 
the country, now is the time to sell 
and advertise just as hard and suc- 
cessfully as we know how. 


too aware of 


a 


“Our research conducted a poll and their statistics prove that this handkerchief 


gives more nose-joy than all 


1941, Chicago Times. inc 
U & Pet Off. Au Rte Ree 


Chicago Times Syndicate. 


the other brands combined!" 


Ad-libbing 


The Labeling Problem 


“Sun-Ripe brand olives 
standard to 


which is super- 


which is 
size 


size 
the largest 
colossal,” 

So reads the back label on the 
can of olives packed by the Los 
Angeles Olive Growers Association, 
and while the association undoubt- 
edly had no intention of preaching 
a sermon On its label, the short sen- 
tence quoted above is indeed a ser- 
mon with many implications to all 
manufacturers and advertisers. 

We have never yet heard a dis- 
cussion of labeling or of standards 
or of grades in which the matter 
of the ridiculous 
the olive industry was not quoted 
as proof positive of the deceitfulness 
and the wickedness of business; we 
have heard canners and_ packers 
and olive growers themselves in- 
veigh against a system in which 
“mammoth” means “medium” and 
“jumbo” means fairly large and 
“large” 
But, like the weather, there seems 
to be much 


conversation and ex- 
traordinarily little action. 
Certainly no olive packer any 


longer expects to fool a single pur- | 


chaser into believing that “mam- 
moth” really means “mammoth,” 
or that “large’”’ means anything but 
pretty small, and yet this idiotic 
nomenclature goes on, 
good and serving no useful purpose, 
but rather serving as an outstanding 
example and a perfect target for 
finger-pointers. 

Isn't it about time that the olive 
industry quit kidding itself and an- 
noying the rest of the canning and 
packing business by adopting a no- 
menclature of sizes that has some 
meaning, and some relation to the 
facts? 


Advertising Can Take It 

Your Ad-libber has been taken 
aback on occasion by people out- 
side the advertising business who 
stumble upon an occasional copy of 
one or another of the advertising 
and merchandising periodicals and 
are surprised to discover that these 
publications frequently carry ma- 
terial which expresses a critical, or 
even a definitely unfriendly attitude 


toward business and advertising 
At the recent consumer education 


conference at Stephens College one 
of the country’s leading consumer 
educators said to him: “I’ve been 
surprised at some of the things I 
have been reading in ApvVERTISING 
Ace. How can you get away with 


can be} 
equipment fail to realize, we be- | shifts if their business required it.| obtained in sizes ranging from the | 
| smallest 


nomenclature in | 


means next to the smallest, | 


doing no} 


| 
all the criticisms of advertising you | 
print? I should think your readers 
would consider yoy traitors to the 
business.”’? 

That anyone should be surprised | 
to discover that advertising pub- 
lications print material which ex- 
|presses a critical or unfriendly 
opinion of advertising, either as a 
whole or in specific part, seems in- 
comprehensible. But it also seems 
definitely significant, and a splen- 
did omen. Because it proves that 


advertising can take it, that advertis- | 


|ing men do not dwell in Pollyanna 
complacency, and that they are 
|alert equally to the praise and the 
blame which falls to their lot. 

As a matter of fact, one might 
say that advertising men as a class 
are peculiarly willing to listen to 
criticism—criticism of the basic 
| principles as well as the mechanics 
| of their business. And we see noth- 


ing wrong in this; rather, it seems | 
to us to indicate a healthy attitude 


jon the part of a healthy business. 
| Not that we suggest a cringing, 
I’m-sorry-I’m-in-this-dirty-business 
attitude. Not at all. Buta willing- 
ness to look facts in the face, to ex- 
amine impartially the opinions and 
the attitudes of all sides, to discuss 
and to study the shortcomings and 
the mistakes along with the good 
|features and the successes—that is 
an indication of a willingness to 
grow, to learn, to do a better and 
ia more acceptable job. 

We thought these thoughts as we 
listened, a week or so ago, to four 
invited guests—housewives in dif- 
ferent income groups 
vertising Managers Club of Chi- 
and the Women’s advertising 
Club what they thought was wrong 
with advertising. We thought how 
significant it was that these ad- 
vertising men and women were not 
only willing, but eager to hear the 
|consumer talk; and we noted with 
interest how the favorable com- 
ments of these housewives were 
taken easily and in stride, while 
their criticisms (and these were 
plentiful and sharp and clear) pro- 


cago 


vided food for thought and for dis- | 


cussion. 

As we sat and listened, we 
thought of the scores of other ad- 
vertising clubs which had gone out 
of their way to have straight-from- 
the-shoulder criticism tossed at 
them, and we wondered, idly, what 
would happen if the same type of 
talk were permitted at the annual 
conclaves of lawyers and doctors, 
and at the national conventions of 
political parties. 


las it 


No. 1804. 


| fiscal 


|of progress. 


No. 1805. 


tell the Ad- | 


— 


Information 
for 
Advertisers 


The following documents ma. be 


/secured without charge from c¢ mp. 


panies sponsoring them, or thro igh 
ADVERTISING AGE, by any nat) ja] 
advertiser or advertising ag: ney 
executive writing on his bus ess 
letterhead. 


No. 1803. Work — By-Produc 0 
Defense. ; 
True Story Magazine has is ved 
this study of the defense prov am 
affects consumer spen ing, 
and reports an estimated nat na] 
income of more than 83 billion jo}. 
lars for 1941 compared with 74 pijl- 
lion in 1940. In order to docu ent 
conditions created by each kin : of 
expansion, the analysis covers two 
direct defense centers (com nit- 
ments for completed armam< nt): 
two purveyor cities (producing raw 
materials, machine tools and s: mi- 
finished parts), and two consumer 
supply cities. Charts indicate »ur- 
chasers of various classification. of 
goods, purchasers allocated by liy- 
ing standards, and the magazines 
which reach them. 


1940-41 Report. 

Having closed, recently, its 54th 
year, Bakers’ Helper ad- 
dresses this annual report to ad- 
vertisers and agencies as a record 
Minus the usual gross 


|}and net, the report reviews the 
publication’s history, outlines edi- 
| torial aims, reader response, serv- 


ices for advertisers and coverage 


of the market. 


Check. 
Celebrating its sixth anniversary, 
|Young America Offers this analysis 
|of the youth field, showing its posi- 
| tion as an advertising medium. The 
| folder provides a tabulation of me- 
dia, circulations, rates, readership, 
duplication, reader ages and othe! 
| points worth checking. 
|No. 1806. Texas State Network. 
In this file folder-full of market 
data, Texas State Network presents 
a coverage map _ indicating 156 
| Texas, 17 Oklahoma and 9 Arkansas 


counties. Tabulated data includes 
stations, their location, counties 
| served, population, radio homes and 
retail sales. 

| No. 1807. 1070 Cities and 307) 


| Counties. 

The Katz Agency has issued this 
summary of 1940 Census material 
presenting population and_ retail 
sales figures for cities over 10,000 
| population and for all counties in 
ithe United States. For cities and 
| counties the tabulations cover pop- 
ulation, total retail sales, food and 
automotive group sales and drug 
store sales. Four specially calcu- 
lated indices are shown: population 


as per cent of U. S. and as per cent 
of state, and total retail sales as 
per cent of U. S. and as per cent of 
state. Available only to nationa) 
|advertisers and agency executives. 


No. 1796. Buy the Pro-fect Covet 
age of the Journal. 


Pro-fect means proved effective, 
the Kansas City Journal explains 
in this new folder-full of market 
data whose file tab is designated 
Kansas City Up-to-Date. The ma 
terial contains a description of the 
Journal's controlled circulation plan 
'and how it stood up in a fi Kite 

core 


department store test, with a '* 
of linage and results. Incluc: a4 4 
coverage map, market data 1 ex 


j}amples of merchandising pera- 

tion. 

No. 1721. How You Can Use Laurel 

Impreved Photo-Offset 

| In this new brochure, “ 
a- 


Process Company outlines ‘ ~ 
cilities and serviees, and i! pore 
‘the speed, economy and fic «(bility 
|of its photo-offset process pr 


ductions show many usés, i 
| simple, illustrated sales lett: ing 
more complicated layout, in:\uglté 


‘examples of color work 2! 
tone. 
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PACKER GIVES BOSTONIANS THE LOWDOWN 


Willam Packer, vice-president of Packard Motor Car Company, gave the 
Advertising Club of Boston his impressions of advertising’s job recently. Left 
to right are Edwin Leason, president of the club; E. C. Donnelly, Jr., John Don- 
nelly & Sons; Mr. Packer; Bill Cunningham, Boston Herald sports writer; and Mr. D’Miller 

lack Dempsey, national advertising manager, Boston Herald-Traveler. 


Mr. Nelson, director of purchases 
of the Office of Production Man- 
agement, told the dinner meeting 
which closed the Conference that 
price inflation as experienced in 
World War I will be averted this 
time. “We are conducting this de- 
fense program on the belief that we 
|do not need an era of constantly 
rising prices in order to bring out 
our nation’s maximum production 
effort,” he said. 

Mr. Lazarus urged merchants to 
go home resolved to make their 
contribution by putting their busi- 
ness On an orderly basis to prevent 
scarcity. “Sales promotion, organ- 
ization, direct selling and the use 
of substitutes should be studied 
and geared to the needs of the de- 
fense program to attain this end,” 
he said. 
declared that food 
distributors are prepared to handle 


typerts Optimistic 
Over Supplies of 
Food, Textiles 


Washington, D. C., May 6.—If 
yorst comes to worst, bare-legged 
women may become something 
more than just a fad. Commerce 
Department experts who told the 
Defense Conference on Consumer 
Goods here last weekend of the ex- 
sting supply situation, advised 
business men attending the meeting 
that the “practical substitute” in 
ase of a silk stocking shortage is 
unadorned limbs. 

The experts found supply pros- 
pects on 12 food and eight textile 
products good. They called atten- 
tion, however, to readjustments | 
made necessary by the defense pro- 
vram. The underwear industry, for 
example, has had to shift a large 
share of its output to the heavy 
irawers Which the Army is buying 
by the millions. The situation is 
not so critical that the nation’s male 
civilian population will be forced to 
jon them, however. 

It 30 disclosed that the de- 
fense emergency has had an im- 
portant effect on the canned vege- 
table field. Soldiers, it seems, eat 
from two and one-half to three 
times as much canned vegetables 
is they do in civilian life. But in 
spite of the time-honored’ gags 
ibout soldiers being fed on pota- 
toes, Army life brings with it prac- 
cally no change in potato con- 
sumption. 


Nation-Wide Attendance 


These disclosures, and others of 
imilar ilk, were made at a series 
f round table discussions which 
followed formal talks by Federal 
ficials Harriet Elliott, Leon Hen- 
rson and Donald M. Nelson. Fred 
Lazarus, Jr., F. and R. Lazarus & 
‘0. Columbus, and chairman of the 
etailers’ Advisory Committee; 
Viliam M. D’Miller, chairman of 
e National Food and Grocery 
inference Committee; and Robert 
©. Amory, president of Nashua Mfg. 


a 


Ve have 
THE 
VERY. 


We originate and pro- 


duce custom-built 
racio productions 

one minute to one 
hoy transcribed or 


liv, talent every one 
an IDEA geared to 


you: produet and 
sal, 


us ¢ 


HOTEL LENNOX 


during the 
Convention 


he COVERT Go, 


ICHIGAN AVE,.CHICAGO 


Company, represented industry. The 


any defense emergency, and that 
problems can be solved by volun- 
gathering attracted 450 | tary cooperation within the indus- 
men from all over the (|try. He said that distributors are 

already absorbing part of the in- 


creased costs of food. Although 
wholesale food prices climbed 10 
per cent in the last year, retail 
prices went up only 3 per cent. 


‘American Weekly’ 
Takes N. Y. Public 
Behind the Scenes 


New York, May 8.—Laymen who 
peruse their newspapers and maga- 
zines without appreciating the vast 
amount of effort that goes into the 
making of a publication are being 
afforded an opportunity here to 
observe what makes the wheels go 
round, under the auspices of the 
New York Museum of Science and 
Industry. 

A new exhibit, entitled “Behind 
the Scenes in Magazine Publishing,” 
was opened this week through the 
cooperation of The American 
Weekly. A series of displays shows 
the progress of a feature article 
from the time the manuscript 
arrives at an editor’s desk until the 


material is issued in printed form. 

Nineteen steps are included, en- 
compassing the preparation of copy 
for the printer, galley proofs and 
alterations, art department layouts, 
cut proofs, final proofs bearing the 
editor’s “o.k.,” and eventual pub- 
lication of the magazine. The ex- 
hibit will continue for about three 
weeks. 


Accounts to L-S-S 


Lake-Spiro-Shurman, Memphis, 
has been named to handle advertis- 
ing of Mississippi cordial, medicinal 
product of McKesson-Van Vleet- 
Ellis, Memphis, and also advertising 
of Barzizza Bros., distributor of 
Dixie margarine, using radio, news- 
papers and panel posters. 


EVERLASTING PORCE.- 
LAIN ENAMEL GUARAN- 
TEED FOR 10 YEARS 


— 


‘ « 


THE GIRL WITH THE 
olden 
Touch 


Nancy Craig, WJZ's “Woman of Tomorrow” 


conducts the most effective, result-getting coopera- 


tive program for women in the New York market 


PARTICIPATIONS AVAILABLE FOR THE FIRST TIME IN OVER 


For more than six months “The 9 on the air she 
Woman of Tomorrow” has been sold 
out. Now, because of seasonal ex- 
pirations, there are a limited num- 
ber of participations open for non- 
competitive products... foods... 
cosmetics... household appliances 
...drugs...any of the many things 
women buy for their homes, their 
families or themselves. 

And they buy when Naney Craig 


tells them. During her 112 weeks 


NEW YORK 


50,000 WATTS -770 KC. 


“golden touch” toa half a hundred 
products... Her audience has broken 
all records in responding. Every 
month more than 46,000 women 
write in requesting information, 
mentioning the products she talks 
about, reporting on buying them. 

The full story of “The Woman 
of Tomorrow” is one of radio’s out- 
standing success stories...a story 


of sales productiveness, of audi- 


has applied her 


SIX MONTHS 


ence loyalty, a responsiveness that 
surpasses that of any other wo- 
man’s program in the market, 

Get the story now... today. 
These few participations will be 
sold on a first-come basis. 

“The Woman of Tomorrow” is 
broadcast over WJZ from 9 to 9:30 
\. M., Monday through Friday... 
the most favorable time to reach 
and sell the thousands of women 


in the world’s richest market. 


KEY STATION 
OF THE 
NETWORK 


Represented Nationally by 


NBC BLUE 


National Broadcasting Company 
SPOT Sales Offices in 

NEW YORK ¢ CHICAGO 

SAN FRANCISCO # BOSTON 
CLEVELAND « DENVER 
HOLLYWOOD « WASHINGTON 
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Swing to Sellers’ 
Markets Noted at 


Furnishings Shows 


Change Seems Order of 
the Day in Furniture 
Field 


Chicago, May 8.—The No. 1 song 
of the week at the furniture, home 
furnishings and miscellaneous mar- 
kets here is “There’ll Be Some 
Changes Made.” Foremost among 
changes from recent years is the 
definite indication that this is a 
sellers’ market. There is no stam- 
pede as yet, but there are plenty of 
symptoms to help the economic 
diagnostician reach that conclusion. 


BUSINESS PAPER ADVERTISERS 


Where—W hen—How Much 
Your Competitors Advertised 


BRAD-VERN'S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


Prices, for one thing, are easing 


jahead 5, 8 and 10 per cent, espe- 


| cially on new lines. 
| tain 


There is a cer- 
amount of vagueness about 
deliveries. The discount period is 
being abbreviated. In furniture, for 
instance, one official at the Mer- 
chandise Mart observed that buyers 
“ow are interested first in deliv- 
eries, second in comfortable furni- 
ture and third in price. It was 
pointed out at the Furniture Mart 
that no orders are being taken at 
this market without confirmation. 

A novel means for developing 
greater activity in furniture sales 
was disclosed by Harold J. Siesel, 
head of the Harold J. Siesel Agency, 
New York, who handles the account 
of the Statton Furniture Mfg. Com- 
pany, Hagerstown, Md. He calls it 
the model stock plan and it is being 
developed for introduction at the 
July market. It gets away from 
the selling of furniture in suites and 
yet offers greater flexibility than 
the open stock group, because a 
customer can use greater ingenuity 
in selecting a variety of furniture 
for a room, going up the price scale, 
if desirable. 


Flexibility Important 


As Mr. Siesel pointed out, how- 
ever, this flexibility in furniture 
merchandising is possible’ only 


|where there is a certain unity or 
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harmony in furniture design which | 
allows the matching of various 
pieces. The Statton Company, for 
instance, specializes in All-Ameri- | 
can furniture designs. The better | 
customers of the Statton Company 


will be serviced by the Siesel 
agency with what Mr. Siesel calls 
tailor-made ads. In other words, | 


the dealer’s advertising will be spe- 
cifically arranged to suit his stock. 

The tendency of the furniture | 
industry to avoid national advertis- 
ing other than that in business pub- | 
lications and let the dealer take 
care of consumer promotion con- | 
tinues to prevail. Tomlinson of | 
High Point, maker of quality fur- 
niture, finds merit, however, in its | 
four-times-a-year use of color copy | 
in home magazines and it also has 
developed attractive small self- | 
mailers for promoting _ specific | 
groups of furniture with the deal- | 
er’s name imprinted. Tomlinson | 
also is one of the companies most | 
successful in anticipating market | 
demands under the inspiration of | 
Roy Neville, designer. 

Although the Herman Miller Fur- | 
niture Company, Zeeland, Mich., | 
thanks to Gilbert Rohde, designer, | 
has some splendid features which | 
would lend themselves to effective | 
promotion, little is planned along | 
that line. Rohde, for instance, has 
conceived the idea of giving names 


a > ate 
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FULLER & SMITH & ROSS 


Report on a Client 


West Penn Power Company 
supplies electric service to West- 
ern Pennsylvania (not including 
Pittsburgh). In the 12 months 
ending December 31, 1940, 
energy sales averaged 1,010 
kwh per customer vs. the in- 
dustry’s average sales of 952 
kwh. Gain over the preceding 
year: 67 kwh per customer vs. 
the industry's gain of 55 kwh. 
Since 1938, West Penn has not 
sold appliances directly; but it 
advertises and in many other 
ways stimulates dealers’ appli- 
ance sales. Dealers’ appliance 
sales were $46.13 per utility 
customer. West Penn Power 
Company has been our client 
since 1927. 


NEW YORK 


71 Vanderbilt Avenue 


The Alliance Porcelain 
Products Company 
Aluminum Company 
of America 
The Aluminum Cooking 
Utensil Co. 
Aluminum Ore Company 
Aluminum Seal Co, 
American Lumber 
& Treating Co. 
American Magnesium 
Corporation 
The Austin Company 
The Bassick Company 
Brockway Glass Co., Inc 
The Bryant Electric Co 
The Bryant Heater Co. 
Central National Bank 
of Cleveland 
Certain-teed Products 
Corporation 
Chase Brass & Copper Co 
Cleveland Fruit Juice Co. 
The Cleveland Press 
The Cleveland Railway 
Company 
The Climalene Company 
Commonwealth Shoe 
& Leather Company 


P. & F. Corbin 


CLIENTS 


a 


JUST BEFORE DINNER AT FOUR A'S MEET 


Mr. and Mrs. J. H. Epstein, Fitzgerald Advertising Agency, Los Angeles, were 

early dressers for the annual Four A's dinner. At left are Mr. and Mrs. Don 

Patterson, Scripps-Howard Newspapers, and at right are Mr. and Mrs. Vernon 
Brooks, New York World-Telegram. 


of luxury furs to various finishes | 
of furniture made of Paldao wood, | 
a Philippine walnut type. He has 
also produced cloud-shaped or ecto- 
plastic tables, a bed with a wedge- 
shaped back for reading or eating 
in bed, a “compact” which includes 
a dining table, china cabinet, silver- 
ware drawers, writing desk and 
bookcase, but no bath, a_ serving 
cart in an extremely functional de- 


ware, metal houseware and glass 
ware. The company is introducing 
what it calls Peacock Plate, a 
metalware with color applied by 


electrolysis. No special promotion 
plans are contemplated for it vet, 
however. 

If your little girl wants a dol] fo: 
a birthday or Christmas present 
you'll pay more this year to satisfy 
her desire and you can blame the 


sign and chairs with plastic backs. 


Another company is enhancing the | 


usefulness of end tables by having 
them serve also as sewing or smok- 
ing cabinets. 


Lines Being Shortened 


The Jamestown-Royal Company, 
Jamestown, N. Y., furniture maker 


|in the quality group, has done group 


| 


promotion in national magazines 
and may resume something along 


| that line, according to Earl Hult- 
scouted the | 


quist, president. He 
idea of the furniture industry being 
handicapped by the defense pro- 
gram, woodworking machinery not 
being hard to get. 

One evidence of the anticipation 
of possible emergencies in the fur- 
niture industry is the shortening of 
lines with perhaps a decline in out- 
standing new style developments. 
The patriotic inspiration of the 
times is reflected in the 
interest in the Federal American 
trend, replacing Regency groupings 
in some instances. 

There is a great deal of promo- 


| tional activity, as usual, in the floor 


Mark Cross Company 
Detroit Steel Products Co. 
B. F. Drakenfeld 
& Co., Inc. 
Emery Industries, Inc. 
Ferguson-Sherman 
Manufacturing Corp. 
Ford Tractors and 
Ferguson System 
Implements 
Firth Carpet Company 
Fostoria Glass Company 
The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 
Hercules Powder Company 
Kensington Incorporated 
of New Kensington 
KMPC The Station of 
the Stars 
Lewis & Conger 
Libbey-Owens-Ford 
Glass Company 
Lincoln Bag Company 
Medo Photo Supply Co. 
Modern Talking Picture 
Service, Inc. 
The National Screw & 
Manufacturing Company 


New York University 
Olney & Carpenter, Inc. 
The Patterson-Sargent Co. 
Pencil Points 
The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 
H. H. Robertson Company 
Steel Founders’ Society 
of America 
The Strong, Carlisle & 
Hammond Company 
The Trundle Engineering 
Company 
Westinghouse Electric 
& Manufacturing Co. 
Westinghouse Electric 
Elevator Company 
Westinghouse Electric 
International Company 
Westinghouse Electric 
Supply Company 
Westinghouse Lamp Div. 
Westinghouse X-Ray Div 
West Penn Power Co. 
The WGAR Broadcasting 
Company 
White Sewing Machine Co. 


WJIR The Goodwill Station 


The Wooster Rubber Co. 


CLEVELAND 
1501 Euclid Avenue 


| Bigelow-Sanford Carpet Company, | 


| tising, 


| Freyer, 


covering field. With the 
campaigns coming to a 


spring 
close the 


|} industry is now looking forward to 
will be 


the fall campaigns which 
revealed at the July market. The 
New York, for instance, which has 
emphasized its Beauvais brand of 
floor coverings in its spring adver- 
will continue to lay stress 
on this line this fall, according to 
present plans revealed by C. C. 
advertising manager. 

Bigelow-Sanford is continuing to 
make a great deal of the color coor- 
dination idea in its promotion. 
Special materials are provided deal- 
ers which make it easy for custom- 
ers to make their furniture, drapery, 
wall covering and incidental selec- 
tions with the floor covering pro- 
viding the starting point for color 
harmony. Bigelow-Sanford provides 
its representatives with materials 
which will adequately educate deal- 
ers in the company’s advertising 
program. 
use smaller space in local news- 
papers and use it more often. An 
unusually complete mat book is 
supplied dealers which allows them 
a wide selection of materials for 
their local advertising drives. Radio 
scripts, too, are supplied. 


Toys Continue Upward 


Although prices of Manning Bow- 
man & Co. products went up the 
first of the year they have been 
holding steady since then, said 


William B. Croney, manager of the | 


Chicago office. He admits that de- 
liveries are a growing problem in 
the company’s field of electrical 


‘one of these being a 


growing | 


Dealers also are urged to | 


defense program. Glue, it seems 
is an important part of the process 
of making dolls’ heads and glue is 
hard to get. Dick Delmar, presi- 
| dent, the Toy Market, believes a 
| satisfactory substitute will have to 
be found to solve the problem. 

Toy prices are up some 5 to 15 
| per cent, according to Mr. Delmar 
| He doesn’t look for much advertis- 
|ing on the part of toy makers be- 
cause of an oversold condition, but 
he feels that dealers will be active 
in promotion. There is some re- 
placement of metals with plastics 
plastic har- 
monica. Toy train equipment has 
gone modernistic with depots built 
in the modern manner, and there 
are plenty of war games, although 
some manufacturers remain skepti- 
cal of their appeal. 


Adds Four Accounts 


Wiltman & Pratt, Inc., Pittsburg! 


agency, has added these four new 
accounts: Sears, Roebuck & Co. 
Pittsburgh division; Welsh and 


Tate, Inc., Toronto, maker of Tatex, 
hair lotion; Sup R popcorn division 
|of Dwight Hamlin Company, and 
Oswald and Hess Company, meat 
| packer. 


Bruce Advances McGinley 


James E. McGinley, with the text- 
book department for the past three 
years, has been added to the East- 
ern advertising sales staff of the 
Bruce Publishing Company, with 
headquarters in the company’s New 
| York office. 


66 out of every 100 -’ * 
passengers on street cars” 
and buses in Ls Angeles 
come from higher income * 
districts, . according to 
Los Angeles Transportation 
Survey, *)\ sponsored by the 
city of Los Angeles. 

When they ride they re!ax; 
«2 when they relax they 
read your message. 


For Complete details 
rates, write 


and 


MAYNARD Boyce [nc 


hanyporaiion Maes) 
LOS ANGELES 


680 Chamber of Commerce Bldg 


, s a” "> , : 
Msc NifertstiCn & With creat -f pannel 


G 


o 


¢ 


; fe 2 fs 7 a ahioe < he Pe a: 7 ot iia * 7 abl eek y =, py eel ae i ake cz he wee ‘ oo : Wy 4: om he a £ of % ha Eee A 4 rg 1 > ms F $ = 
ois 
fs i 
Z = ee CR 
‘ senses nnn nn cc ccc ccc ccc ccc ccc: — $< _— 
; stn ~ ; F es 
| . Pe 1 Si A i Mi 
2 | Bal : - ; ' 
Ee | - 86 ae oC 
q | SERS) Caage |) 
See ~ 15 4 _ - Ee ie 6 ais 
aa x > % nah 4 : gives fee 4 i bee 
bes ” \ 2 : . bt rie ; 3 3 | 
ae ' i : Ye ome : ; 4 | 
on —- : 4 i . 2 
3 f t > M, ef : 
‘ — es _y ~) “A 13 i | 
” = i ¥ : Pe i. 7 ad eo” 43 4 7 Vi 
me ” g% z ; i x’ .. . i ~~ 
a 7% x .e . Te, M va € +e wah | . ing 
a | : se arbre | rel: 
ye ‘ _ ee: % Z 3 et ae a : 
: q ‘, A t j —_— of 
4 ig x : ; «‘ Pe ssa bie " acc 
RS é 2 an. of ae —— Lg 
fe Pe Z . ic bs , cm a i t ~ F ; a 4 cass ae * a fins 
7. Me. es ew ws: — > ia tior 
; 2° SQ Oe 
ae EE eee a ‘ cen 
ae 1 
4 por 
s soa 
ing 
| CC ee ind 
vel 
: oth 
: pel 
ee fo —CSCSCSCSCCSCiés 
r a fiec 
eee 28. 
pir ; : : . ; - ‘ i 
a thi 
wa | ist 
- 7. : ta> 
be y? _ — eee << $10 
— | ‘x | 
—_— : 
2 } so] 
Le q Cs sal 
} Pd » | | je 
ee ie hy | *)) 
4 rs — ee ~ 
4 i | KD les 
Bie ; Sa 
ati 
: | = 
‘. . 
: ke ~~ bi Pain Dilla, Paper AR RI SS ple ee P R ee aOR,, B anata ow io + ~ om | ¥ 
a : 
ce ee 
5 
" vy 
ee ee y 
_ f 
nae. a i 
a Te ycreel e 
eee a ; 
a me oy 
ie ue 
| Chart 
ke 
Y an m 
F ewe 
is ih F ( 
7 st - 
a ae 
i eS any 
eS 
Bese. ms 
| SSC—CSCis 
es fA : 4 
| ee * pe ee 
ee T_T = 
Mitieare 1S : es u 
| é at Se a i | ee | 
"Sri # Be Stee ee SA fe me a ae. ie ee he Ree. ee SON sy Reel iy 1 dae Pe UR ek Be Ra : A eT os : a 
A 8 Bhat. ean ey hee a ae ae a ee, % : et Veer Ge ee ae a en ee ts yo age =. ae. Mee eee ae A SIN Shs aw ae 
wre. pee, : Ca) ee oe ee A eg Ie RAS ge Fag ge ti alt oe hes join gana ee Oe? a ee eee At 5 aii PM te ee Le. ee 
ee ga DE Neal ee ee EE ee ot aR wee omy ee SE ARR unt as nT 
{ Sa) oe oe ee 2 ME 2 os ey ee Se ap tig ih, em Fae eee a a SE aes Se ee wa. = 
bn ee Aes ae Ne ec eg Be Se Pate ae a A ee a Se oy are ae me gees Rt ee Agim a a de Pe me Ye ae oe ar 


4] 


y 


May 12, 1941 


ADVERTISING AGE 


Silverware, Soap 
Makers Spend 5 to 
12 Per Cent on Ads 


FTC Reports on Sales, 


Profits of Leaders in 
Industries 


Washington, D. C., May 6.—Lead- 
ing manufacturers of soap and 
related products spent 12.3 per cent 
of sales for advertising in 1939, 


| 


according to the latest report in the | 
Federal Trade Commission series of | 


financial analyses of major corpora- 
Another new FTC 
shows that leading silverware and 
plated ware makers spent 5.3 per 
cent of sales for advertising during 
the same year. 


tions. 


The soap report covered 10 cor- | 


porations whose aggregate sales of 


report | 


soap, cottonseed products and cook- | 
ing fats represented 70 per cent of | 


industry-wide volume. Eight 
verware companies included in the 
other tabulation handled 
per cent of industry sales. 
In the soap report, items classi- 
fied under “expenses” amounted to 
28.2 per cent of total sales. Selling 
expenses made up 6.8 per cent of 
this total, advertising 12.3, admin- 
istrative and office expenses 3, 
taxes 5.1, social security and pen- 
sion payments 0.5, and research and 
development costs 0.5 per cent. 


Reveal Separate Costs 


Operating ratios of the 10 soap 
companies revealed costs of goods 
sold to be 61.2 per cent of total 
sales. Raw materials accounted for 
45 per cent, production wages and 
salaries 5.5, costs not otherwise 


classified 7.5, depreciation and obso- | 


lescence of production facilities 1.4, 
and finished goods bought for re- 
sale, 1.8 per cent. The gross margin 


ANIMATED DEALER 
ISPLAYS THAT PRODUCE! 


DRAMATIZED 
Point-of-Purchase Displays 


he glamour of the theater and the 
persistence of a high-pressure salesman 
we effectively combined in this very 
charming ballet dancer. Made of life- 
Ke Foamflex rubber, this 12 inch 
nimated figurine is now in the best 


sil- | 


about 67 | 


| 
| 


MYSTERIOUS 


Neither the name of the product nor its 


price appears in these one-column mag- 
azine teaser advertisements for a new 
Parker pen. 


on sales was 38.8 per cent. After 
deduction of expenses, net profit 
from manufacturing and_ trading 
was 10.5 cents per sales dollar. 
Total sales for the 10 companies 
in 1939 were $424,634,887, only 7.4 
per cent of which represented for- 
eign business. Combined net 
come on invested capital repre- 
sented a 17.8 per cent rate of return, 
although four of the 10 
tions operated at a loss during the 
year. Five of the 10 companies 
included in the analysis specialized 


in cottonseed products and cooking | 


oils and fats, and these had a 
averaging 1.3 per cent on invest- 
ment. The other five firms which 


specialized in soap enjoyed an aver- | 


age rate of return of 22.1 per cent. 

Among the eight silverware 
makers, items classified “ex- 
penses” represented 23.8 per cent of 
total sales. Selling costs of 10.4 
per cent headed this list, followed 
by advertising 5.3, administrative 
and office costs 5.2, taxes 0.7, social 
security and pension payments 1.8, 
and research and development 0.4 
per cent. 


as 


Profits 7.3 Cents 


Operating ratios in the silverware | 


In- | 


corpora- 


loss | 


‘Whispering’ Copy 
Promotes New 
Parker Pen 


Chicago, May 7.—A new kind of 
whispering copy technique and an 
|}advertising campaign which, at 
| least at the start, doesn’t even men- 
tion the names of the product or its 
fortes have been adopted for Par- 
/ker’s newest pen. 
| Secrecy as thorough as _ that 
| guarding Uncle Sam's latest bomb 
| sight was thrown about the “invis- 
ible point’ pen by the Parker Pen 


Company, Janesville, Wis., and its 


agency, Blackett - Sample - Hum- 
mert, Inc., Chicago. First step was 
to prevail upon retailers not to ad- 
vertise the new pen. Mouth-to- 
mouth advertising of the “51” pen 
soon drew clusters of admirers, ac- 
cording to the company. 
motion is now under way, or soon 
will appear, in Esquire, Fortune, 


The New Yorker, Time and Vogue, 


but the copy omits any mention of 
Parker or its new product. Instead, 
the pen is illustrated and groups of 
people below it discuss its merits. 
A caption declares “It Has Every- 
body Talking.” 


Full pro- | 


15 
Parker dealers are set for the 
drive with large blow-ups of the 


advertising copy to display in their 
windows, inviting customers to 
“come in and see it.” The stream- 
ers do not reveal the Parker name. 


Sells at Higher Prices 


The “51” sells at $12.50 to $15, 
higher than other Parker models, 
but actual sales tests are said to 


have shown that it has provided no 
interference with the lower price 
pen and set groups. Its invisible 
nib is enclosed in a special guard, 
and the pen may be used with a 
quick-drying “51” ink. 


ARE YOU 


| 
| 
| 


| 


? 


| 


| 


| field amounted to 68.4 per cent of | 


| salaries 
| classified 


| 


| ties 


sales. 
per 


Raw materials made up 27.1 
cent, production wages and 
25.9, costs not 

5.4, depreciation 
obsolescence of production 
1.6, and finished goods 
chased for resale, 8.4 per cent. The 


and 
facili- 


| gross margin on sales was 31.6 per 


cent. After deduction of expenses, 


|net profit from manufacturing and 


trading was 7.3 cents per sales 


| dollar. 


| represented export business. 


ewelers’ windowsselling Gruen watches. | 


Foamflex, exclusive with Gardner, 
nimates easily and inexpensively—or 
*ecan do wonders for your trademark 
"slogan in plastique mache, Vultex or 
y of the plastics. The whole thing is 
wuilt in our own or affiliated factories. 


‘ND we supply IDEAS. Write, phone, 


Stop in 


GARDNER DISPLAYS 


* West Gist ST., NEW YORK CITY 
Circle 5-7590 


*’ MELWOOD ST., PITTSBURGH, PA. 
MA yflower 9443 


an CEPTS TTTTETET TTT TT TS TTT TTT Tt 
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Only 5 per cent of total sales for 
the eight companies of $39,823,680 
Com- 
bined net income on invested capi- 
tal amounted to a 9.9 per cent rate 
of return. All eight firms operated 
at a_ profit, the individual rates 
varying from 0.4 to 28.4 per cent. 


Judge Dismisses Suit 


A $300,000 breach of contract 
damage suit filed in 1939 against 
the Star, Peoria, Ill., by Fralick & 
Bates, Inc., former newspaper rep- 
resentative firm, was dismissed in 
federal district court by Judge Le- 
roy Adair, upon payment of a 
“purely nominal sum.” Basis of the 
suit was a contract authorizing the 
organization to procure national ad- 
vertising for the Star over a 15-year 
period, at a 25 per cent charge. The 
newspaper cancelled the contract 
when Fralick & Bates refused to 
grant what was called “a readjust- 
ment on a reasonable basis.” 


Crane Elects Collier 


John H. Collier, vice-president 
and a director of Crane Company, 
Chicago, has been elected to the 
presidency, succeeding the late 
Charles B. Nolte. Mr. Collier joined 
the company 38 years ago and in 
1933 was made vice-president in 
charge of manufacturing. 


otherwise | 


pur- | 


| 


| in the Salt Lake Market. 


To give your salesmen real support in the Salt 
Lake Market you need the 100,000-plus circu- 
lation of The Sunday Salt Lake Tribune. 


| And the potentials are high. 
manufacturing _ plants, 
livestock, 


panding _ industries, 


speeded-up agricultural, 


GIVING FULL 
SUPPORT TO YOUR 
SALESMEN IN 
THIS MARKET 


The Salt Lake Market is an important part of 
the Pacific Coast area — but Pacific Coast 
media just don't make much of a ripple here. 
For example: American Weekly has only 
14,925 circulation and This Week only 4,584 


Only The Sunday 
Salt Lake Tribune 


Reaches this Rich 4-State Market 


YOUR PACIFIC 


COAST MARKET PICTURE 


WYOMING 


with Substantial Coverage 


annually. 


New and ex- 


mining, schedules. 


smelting and rearmament operations are put- 
ting men and women to work and expanding 
sales opportunities in this market which nor- 


mally produces $618,000,000 in new wealth 


More than three-quarters of a million people 
are in a buying mood in this humming 4-state 
market which comprises Utah, southeastern 
Idaho, western Wyoming, eastern Nevada. 


Put The Sunday Salt Lake Tribune on your "A" 


Home Coverage Carrier Delivered 


SALT LAKE CITY SALT LAKE COUNTY UTAH TOTAL MARKET 
Families 34,410 Families 46,143 Families 115,936 Families 180,805 
Circulation 38.419 Circulation 47,727 Circulation 61,047 Circulation 102,046 

Sources: 1930 Census—A.B.C. Report for 12 months ending June 30, 1940 


(The 


Lake Tribune} 


National Representatives: Sunday Magazine and Comic Sections Color — Black and White 


! 
| 


Reynolds-Fitzgerald, Inc. 
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ADVERTISING 


May 12, 


st only, thus—Kai- | A Moral for Advertising 
shek, not Kai-Shek. Age Subscribers 


capitalize the fir 


° ° é 
Now may I go back to your “Sem ee ; 
Voice of the Advertiser Nee de me TONE To the Baar: Th avery round 
denial, to a brand of perfume, of | Sbout wee, Sees Saw See Meeting 


|fashion, ADVERTISING AGE has jhe- 


the come quite a power in our off 


This department is a reader’s forum. Letters are welcome. most sacred of all rights of 


It Happens Often 
To the Editor: Speaking of coin- 
cidence, the enclosed rotogravure | 
circular was off the press the end 
of February, 1941. The other two} 
enclosures have just come to our | 
attention within the last couple of | 
days. 
ArtTHuR H. Baum, 
Advertising Manager, 
Company, Chicago. 


Sterling | 


- o- v 


Squibb Issues Portfolio 


of Advertisements | 

To the Editor: Mr. Lowell | 
Weicker is sending you, under sepa- | 
rate cover, a small group of saeee~| 
tisements taken from our institu- 
tional advertising campaign headed 
by the caption, “What Can a Man 
Believe In?” 

I hope you will read these adver- 
tisements. They won’t take much 
of your time, and I believe they 
will prove as interesting and satis- 
fying to you as they did to me. 

We are moving rapidly nowadays 
in a very complicated set of circum- 
stances, and it is a good thing to 
take time out every now and then 
to re-evaluate our convictions and | 
to reaffirm those that are funda- 
mentally important. 

If you care to write me any com- 
ments on these advertisements, I 
assure you they will be very much 
appreciated. 


CARLETON H. PALMER, 
Chairman of the Board, E. 
Squibb & Sons, New York. 


R. 


=~ 3 ©? 


More Coincidences 

To the Editor: Add coincidences: 

General Screen Advertising, Inc., 
Chicago, recently issued a booklet 
titled “Alice in Minute Movieland,” 
describing Alice’s journey through 
the land of “Cinema Creatures” 
and giving many a plug for the 
Minute Movie medium. 

In the April 7 issue of Apvertis- 
ING AGE was announced a new 
brochure from NBC’s Red network, 
titled, of all things, “Alice in Spon- 
sorland,” designed to provide com- 
plete information about this web. 

Since both pieces were announced 
at about the same time, it would 
appear that Lewis Carroll’s whimsy 


MANY GIRLS ARE ON THE MERRY-GO-ROUND 


| 


Everyone seems to be going round in circles, with the aid of a wooden horse. 


At any rate Sterling, Glamour and Saks 


Fifth Avenue find) the theme intriguing. 


of the combined gelatin and B,, as 
compared with these products 
bought separately. 

It should be noted that there are 
over 300 international units to each 
1, oz.—i.e., one tablespoon or fa- 
miliar small gelatin envelope. This 
is the recommended 3-times daily 
“dosage.” Ben-Hur pound (bulk) 
package with B, costs consumer 98c 
(stop price). Contains 64 table- 
spoons. New B, product cuts costs 
of plain gelatin and B, tablets, 
bought separately, by nearly one- 
half. 

Distribution 
endurance and 
product of our 
March 24. 

TuHeopore B. CREAMER, 


of this new energy, 


client was begun 


Theodore B. Creamer Advertis- 
ing, Los Angeles. 


’ Vv F 


Restaurant Buys Its 
Steaks on the Hoof 


To the Editor: The Golden Lan- 
tern Restaurant of Denver, “the 
steak house of the West,” now buys 
its steaks on the hoof. 

Has any restaurant in the United 
States ever done this before? 

Here’s why they do it. 

To obtain uniformly superb qual- 


appetite - building | 


reasonable attitude on the part of 
organized advertising would be a 
salutary thing for the whole indus- 
try. 

I also regret very much that you 
did not mention the extremely 
valuable work of Better Business 
Bureaus in connection with acting 
liaison agent between business 
and the public. These Bureaus are 
probably handling close to a_ half 
million inquiries and complaints 
each month. There is no other or- 
ganization which begins to approach 
the Bureaus in this field. If busi- 
ness, which too often has only given 
lip service to the cause of truth in 
advertising, can see, as you do, the 
importance of the consistent main- 
tenance of accuracy in advertising, 
the guns of the militant crusader 
would be well spiked. Of course, 
there remain other problems of 
labeling, ete., but an_ intelligent 
attitude by business itself will go 
a long way toward removing the 
cloud of mutual distrust which has 
fogged business-consumer relations 
in the past. 

Perhaps I should remind you also 


as 


that the National Association of 
Better Business Bureaus has 
already held two Business-Con- 


sumer Relations Conferences. 
LeRoy Morris, 


;own names 


;ing wall—i. e., letters of protest to 
}all ye editors. 


advertising brands to keep their | 7 happened this way: 


above reproach? If | 
any kind of court, supreme or not, 


secretary 


A couple of weeks ago, our Of! ce 
unintentionally dispo eq 


can get away with disregard of the of our copy of ADVERTISING E 


plaintiff who comes into court with | 


'clean hands, then it is time for all | 


of us in the ranks of advertising to | 
cover our heads in shame and lay | 
our cheeks against the nearest wail- 


How can we stand by and let a 
movie maker, for purely selfish 
ends, tear down a reputable prod- 
uct’s appeal—and, as it were, be- 
little the soul of the symbolic mean- 
ing of the brand name, and so far 
as the artful picture can do it, | 
defile, degrade and diminish 
esteem? To me this sort of thing is 
libel, and almost savors of con- | 
spiracy! Will watch your valuable 
Harry Hibschman articles in hope | 


for some light and comfort for what | 


advertising may claim—even aside 


from the case cited, in which there | 


was actual breach of contract which 
(—if proved—) should have settled 
the argument for the complainant. 

This whole thing carries me back 
to my Japanese file above. The 
wily Japs centuries ago knew the 
crushing effect of repulsive asso- 
ciation: When two rival clans in 
the 12th century fought for the per- 
son of the dynastic emperor, the 
victor decreed that all prostitutes 
thereafter must adopt the style of 
hair dress of the women of the van- 
quished clan. Never again did that 
clan hold up its head. 

Why is it some people don’t see 
that advertising works against you 
as well as for you? Because that’s 
the root of all attacks on the ethics 
of advertising. 

CAROLINE WILLIAMS CARTER, 


Women’s Advertising Club of 


Cleveland, O. 


before we had finished readin: it. 
While we were naturally di:ap- 
pointed, we attempted to pass off 
the incident in our usual jocular 


manner by saying, “Do this again, 
m’proud beauty, and you'll git a 
spanking!” 

These words, louder than 
were intended, wafted up the stairs 
and into our studio where Mr. I 
bert was working with two models 
Looks like they turned out t 
an inspiration, for today I found t 
enclosed print on my desk wit 


short note reading, “Don’t spank 
your secretary within earshot of 


the boss!” 
I, personally, think that the 


(- 


ture has a better purpose. How 
about something like this: MN 
will you forget to renew my sub- 


scription to ADVERTISING AGE!” 
R. W. Rowpen, 
Manager, Harold M. Lambert 
Studios, Philadelphia. 


io. ee eae ae ae 


its, tne ee yan: ferent | ay and scientifically correct aging) Assistant Manager, Columbus 
in Chicago, as a different way to|'™ ©®Y®'Y steak, every day in the Better Business Bureau, Co- b 
“talk of many things.” apc lumbus, O. | al 
: | The producer of the finest beef |Editor’s Note: The fact that the | ti 
Raven L. Brapy, in Colorado ships them a load of| work of Better Business Bureaus | 
Alexander Advertising Agency, his prize winning cattle every week. | Was not mentioned in the resume of 8a 
Colorado Springs, Colo. | These cattle are so fancy they| impressions gained at the confer- | tit 
vv, have topped the Kansas City mar- ence on consumer education at | ti 
" " ket 65 times out of 67 shipments | Stephens College, referred to by re 
Vitamin Gelatin ‘and for years have brought a pre-| Mr. Morris, does not indicate that | sh 
Gets Good Reception mium of from $200 to $300 per load. ADVERTISING AGE is not familiar of 
a To the Editor: We are enclosing a This beef is slaughtered in an| with Better Business Bureau activ= | pl 
Br sa reproduction proof of an atueitiaie ultra-modern local packing plant ity, or appreciative of beng value. ba 
ment that has to do with an ion and aged under spertified ultra vio- | Since Better Business Bureaus were no 
teresting new product in Blas let ray lamps. | not prominently mentioned at the Ww] 
gelatin with vitamin B, added The chucks are sold each week | Stephens conference, their activities = 
: page Re to a retail chain. were not commented on, just as the | 
Ben-Hur is the first manufacturer The steaks are called blue ribbon | praiseworthy activities of other 
as far as known—scientifically to steaks and are sold under the fol-| groups which were not considered 
|lowing guarantee: at the conference were not cov- 
“It is the best steak you ever had ered. | 
|}or your dinner costs you nothing.” eve 
A substantial increase in steak 
lsales was experienced the first Keeping the Record 
week. 


Straight in the Orient 


Mr. AND Mrs. C. W. FINDEISEN, 


Golden Lantern Restaurant, To the Editor: To keep myself 
Denver. out of mischief while rusticating, 
P.S. Steak sales have increased I've been making a card index file 


on Japan (—and maybe I will be 
getting into more mischief, because, 
| ' © * when arranged chronologically, 


Points to Work of what I have seems to be a sort of 


, Progress Report on what might be 
Better Business Bureau called Japan’s 100 Year Plan... !?! 
To the Editor: . my, O my!) 


‘All I 


135 per cent in two weeks. 


As a member of 
have com- 


the Columbus Advertising Club I know is what I 
was very much interested in your | Piled from research, but it seems 
description of trends in the con-| Your proofreader is wrong in the 
sumer movement before the club April 21 item on the “Fashions of 
incorporate B, with its product. It|recently. It must have come as a Mercy” and the “Kai-Shek Cause,” 
is meeting a fine reception in the shock to a great many members of | #nd reference in body of the column 
Southwest market area and com-! the club who had been hearing|t©0 Mme. Kai-Shek. The family 
petent authorities believe that its | militant speeches against consumer Mame comes first, so it is the Chiang REPRESENTED NATIONALLY BY EDWARD PETRY 
sale will be consistently very large, | groups, to hear that there was a Cause and she is Mme. Chiang. 


Incidentally, the best usage for the 
hyphenated personal name to 


becomes 
lowered 


once the consumer 
scious of the greatly 


con- 
cost 


great deal of reasonableness on the 
other side of the fence and that a 
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list Charges of 


| 
|smaller bars. The bars of Swan 


| 


in 1936 which grew out of a Lever 


profits realized on Swan sales, dam- | 


Grape-Nuts Get 


|soap in no way show that defend-| Bros. suit against J. Eavenson & | ages, costs of the suit and “further ° ° 
‘ant (Lever Bros.) manufactures |Sons, Inc., and which established | relief as the circumstances of the More Vitamins : 
. . | them.” that Lever Bros. was entitled to an | C@as¢ may require.” Y ag wt en Metter dete +3 New 
Swan Imitation | National advertising by Lever | injunction and accounting against lapipgarane bien “suiecana”  Gienenciee 
rg i i ge gg a competing soap manufacturer Tutching Adds New each ounce of which is said to con- 


in P & G Suit 


will and advertising of Ivory soap. 


|which marketed and advertised any 


soap having at least two features 


Account, Art Director 


tain 80 international units of vita- 


‘ _ . “eel : min B,—enough to provide, at a 
| Besides, it is claimed, the advertis- | of an established Lever Bros. prod- Vincent Tutching & Associates, | single serving, a third of the adult 
| ing misleads the public into believ- | yet. “In disregard of that agree- ae, by ee has been aaa daily requirement of the vitamin. 
|ing that Swan soap is really the! ment” «aj a oe «q,_ | Pointed to conduct newspaper an The company’s Post Toasties were 

Novel Grounds Cov- aa rovement on ~Ang soap made ment,” said the complaint, “de-|radio advertising of Laura Lee|similarly fortified a year ago, as 

d i S it; Si Sh i 1940 P & G th " pony t | fendant in manufacturing and mar- | Candy Company, Alexandria, Va. also are Grape-Nuts flakes ‘and 
ered In uit; oize, ape in . ius seeks ‘0/ keting Swan soap imitated not only 


and Smell Cited 


‘incinnati, May 6. — Novel 
grounds, based not upon alleged in- 
fringement but imitation, constitute 


squelch the claim that Swan is “the 
first really new white floating soap 
since the Gay Nineties.” 


} 
| 


Cites Broken Agreement 


| 


the features of color, odor and 
shape of plaintiff's soap but also 
the other distinguishing features.” 

P & G seeks a permanent injunc- 
tion against Swan or any soap em- 


The agency has named John Paul 
Jones, Jr., formerly promotion art 
director of the Washington Herald 
and Times-Herald, as art director. 


Kelly, Nason Moves 


Post’s 40% bran flakes. 


Railroad to Caples 
New York, Ontario and Western 
Railway Company, New York, has 


, appointed The Caples Company, 
P & G also accused Lever Bros.|bodying two or more of Ivory’s a — SSS a i Wa ; » ite freigh 
the bulk of Procter & Gamble’s | ~ Pie sBe 2 gpenlfee geeg ing ote dagen Pellet . ee Kelly, Nason. Inc., New York, has |New York, to handle its freight, 
ac <aneek aumieies  aanteis of disregarding an agreemé nt | characteristics, prohibiting advertis- | moved to new offices occupying the | passenger and institutional adver- 
fecera : compile pence | reached between the two companies | ing of such a product; payment of | 16th floor at 247 Park avenue. ' tising. 
Lever Bros. Company in the grow- | 


ing all-out battle between 
and Swan soap. 


Ivory 


| 
| 


_ 


& G filed its civil action against | 
the other soap titan in U. S. district 
court at Cincinnati April 3, claim- | 
ing that Swan imitates Ivory. Fight- | 
ing back ina blow-by-blow manner, 
Lever Bros. filed suit in a similar | 
court at Baltimore, flatly charging | 
P & G infringement on a soap prod- | 
uct and process protected by Lever 
Bros. patents. The product’s name 
was not disclosed, nor were any de- | 
tail given, but an_ injunction 
against further infringement, ac- | 
counting of profits, and actual dam- 
ages were sought. 

In its suit, Procter & Gamble re- 
cited the history of Ivory and re-| 
minded the court that since 1883 
the company and its predecessors 
through consistent advertising 
“have caused said soap to be con- 
nected in the public mind with 
certain features and subject matter, 
among others bathing babies, com- 
parisons with castile soap, and as- 
sociation with the swan.” 


Offers Swan Soap 


An improved Ivory soap was 
marketed in February, 1940, the 
company related, but it maintained 
the distinctive features which had 
marked it since 1879. Lever Bros. | 
Company had long promoted Fairy | 
soap, the complaint stated, which 
bore no resemblance to Ivory, and | 
during 1940 P & G’s rival brought | 
out Swan soap, which did not re- 
semble Ivory. But, said the com- | 
plaint, Lever Bros. in January of | 


this year stopped marketing this 
Swan soap and brought forth a 
white floating soap marked with 


the name and symbol of a swan “in 
complete imitation of all the sev- 
eral and combined features and 
characteristics of plaintiff’s (P & G) 
said soap and which is designed to 
be and is passed off by defendant 
and by others as a product of plain- 
tiffs manufacture. 

“It floats; it has substantially the 
same shade of whiteness as plain- 
liff's soap; it has the same distinc- 
tive fresh clean smell; it is made in 
rectangular bars of almost identical 
shape; it is made in two sizes, each 
f which is exactly the same as 
plaintiff’s soap; the edges of each 
bar are rounded; and each bar has 
notches intermediate from the ends | 
whereby it may be severed into 


“Gla We Hd tx Oly Ge Vee" 


YOUR business can’t travel far and fast on advertising material that’s 


handicapped by poor paper. Sure, you'll get some response, but addi- 


tional volume far exceeds the extra cost of having advertising travel 


on paper that’s worthy of your message. Champion is the largest maker 


of printing papers; controls its own sources of materials; and operates 


three great, modern mills. The Champion line is complete, with coated .. 


HORSE SENSE 


and uncoated book, offset, postcard, envelope, cardboard, and cover. 
Which station should you 


use, to do an outstanding 


| Specify Champion paper always... it helps hold up a good sales story! 
sb of radio advertising 


a the Hartford Market? 
t's just good horse sense 


to choose WDRC — 


and get all 3—coverage. 


MILLS AT HAMILTON, OHTO . 


BB programs, rate .. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
pasic CBS For CONNECTICUT 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


Distric Sales Offices: NEW YORK - CHICAGO PHILADELPHIA - CLEVELAND - BOSTON ST. LOUIS + CINCINNATI + ATLANTA 
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FCC Lists 1939 
Broadcast Revenue 
at $123,881 ,864 


Washington, May 7.—Total broad- 
cast revenue in 1939 was $123,881,- 
864, according to new statistical in- 
formation just made available by 
the Federal Communications Com- 
mission. Of this amount, national 
networks realized nearly 34 millions 
after payment of commissions and 
remittals to stations. 

Total broadcast service 
for all stations and _ networks 
amounted to $23,837,944 after de- 
duction of just over 100 millions in 
operating expenses. Slightly 
than half of this total 
shared by 682 stations, with net- 
works and the 23 managed and 
operated stations they run sharing 
the remainder almost equally. 

The report showed incidental ac- 
tivities of both networks and indi- 
vidual stations to be highly profit- 


income 


more 
income was 


able. Of total revenue of over 123 
million dollars, more than 11 mil- 


lions accrued from the sale of talent 
under contract and similar activi- 
ties. More than one-eighth of all 
revenue gained by the networks 
during the year resulted from such 
activities. 


Show Ratio of Revenue 


The report also cast light on the 
ratio of revenue gained from net- 
work, national spot and local time 
sales. Among 397 commercial sta- 
tions serving as outlets for major 
networks, 31.1 per cent of business 
came from a network, 35.7 per cent 
from national spot, and 33.2 per cent 
from local. The situation was vastly 
different among commercial stations 
not affiliated with networks. The 
308 outlets in this category received 
80 per cent of their income from lo- 
cal business, 19.7 per cent from na- 
tional spot and the remaining frac- 
tion from the networks by special 
arrangement. For all 705 commer- 
cial stations, network sales ac- 
counted for 26.2 per cent, national 
spot for 35.2 per cent and local 40.6 
per cent. 

Contained in Report 

These figures are contained in a 
new publication, obtainable at the 
government printing office, called 
“Statistics of the Communications 
Industry in the United States.” Pre- 
sented in year-book form for the 


first time, the volume includes sta- | 


tistical data for all common carriers 
as well as radio stations. 

The report also includes a break- 
down of advertising expenditures by 
class A telephone and_ telegraph 
companies. Including salaries and 
wages for advertising and publicity 
departments, promotion to- 
taled $7,228,420. 

Total expense for newspaper and 
periodical advertising, including 
preparation costs, was $3,729,801. 
Booklets, pamphlets and bill inserts 
cost $372,129, and window displays 


me 


and posters $195,752. 


costs 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 
vertiser has exclusive show- 
ing on all available taxicabs 
in the city or cities selected. 
Average cost 10.4c per thou- 
sand. For details write Wm. 
E. Whaley Co., Washington 
Bldg., Louisville, Ky. 


Brewery Uses Color 
Dawson’s Brewery, Inc., New| 

Bedford, Mass., has started a series 

of color advertisements in all Bos- 


ton newspapers, marking the be- | 
ginning of what is believed to be 
the largest newspaper campaign 


ever run in color by a brewery in 
the New England market. Black 
and white copy is being released in 
18 other New England newspapers 
to promote the company’s Gold 
Crown ale. Bresnick and Solomont, 
Advertising, Boston, handles the ac- 
count. 


Appoints Reiss 

Brown and Wells, Inc., Boston, 
has named Reiss Advertising, New 
York, to handle magazine, business 
paper and direct mail advertising of 
its men’s neckwear. 


Eastman Campaign 
to Appear in 
184 Newspapers 


Rochester, N. Y., May 9.— East- 
man Kodak Company will place ad- 
vertisements in 184 newspapers of 
America and leading magazines 
during the coming spring and sum- 
mer months to stimulate sales of 
Kodaks, Brownies, and Kodak film. 

A series of two-color pages will 
run in Collier’s, Life, and The 
Saturday Evening Post, with a 
theme of taking better pictures with 
Kodak Verichrome film. The Post 
will also carry a series of back- 
cover advertisements in four colors. 

A special series directed to wo- 


men will appear in Good House- 
keeping, and other special series 
will appear in American Boy, Boy’s 
Life, Popular Mechanics and Popu- 
lar Science. Other magazines carry- 
ing the Eastman advertisements will 
include Country Life, Field and 
Stream, Fortune, House & Gar- 
den, House Beautiful, Motor Boat- 
ing, Nature Magazine, The New 
Yorker, Scientific American, Sports 
Afield, Town and Country, and 
Yachting. . 

The 184 to carry the campaign 
will be selected on a basis of circu- 
lation in their city and surrounding 
territory. Copy will appear on 
Thursdays in morning papers and 
on Friday in evening papers and 
will feature examples of amateur 
photography. 


Howard Imrays is advertisi 
manager of Eastman Kodak Co: 
pany, and J. Walter Thomps 
Company is the agency. 


Barol Joins Transit 

Bernard Barol, formerly with N 
tional Transitads and Philadel; 
Advertising Company, has been ; 
pointed Philadelphia manager 
Transit Advertisers, Inc. New 
fices were opened recently in 
Broad St. Station bldg. 


Toussaint Advanced 
Monroe A. Toussaint, with B 
low & Seelig Mfg. Co., Ripon, W 
for the past 12 years, has been |; 
pointed general manager of a s 
sidiary firm, American Ironing 
chine Company, 
succeeding A. C. Peters, resigned 
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Income Payments 
Soar Close to 
Record Highs 


a tn 
payments to 


Washington, 
Income 


May 6.— 
individuals 


during the first quarter of this year 


were 10 per cent higher than in the 
corresponding 1940 period and only 
fractionally below the 1929 record, 
according to a Department of Com- 


merce report. The March _ total 
even topped the mark for March, 
1929. 

‘onsidering population and cost 
of living changes since 1929, first 
quarter income payments were 9 
per cent ahead of the 1929 level. 
If the rate reached in March is 


maintained the rest of this year, 
annual income for 1941 will be 
about $80,000,000. The preliminary 
total for 1940 is $74,300,000. 

The Commerce Department’s ad- 
justed wage index in March reached 
the 


highest point since October, 
1929, and only fractionally below 
that mark. For the first quarter, 


salaries and wages were 14 per cent 


greater than for the same_ 1940 
period. The income and _ salary- 
wage figures vary because such 


items as dividends, interest and 
relief payments are included in the 
income total. 


Up 26 Per Cent 


Of interest in view of labor strife 
in defense industries is the disclo- 
sure that first quarter employes’ 


income in commodity-producing in- 
dustries—which include all those 
making defense articles—exceeded 
the mark for the comparable 1940 
period by 26 per cent. Salaries 
and wages in the distributing and 
service industries were only mod- 
erately higher than last 


Scott Advances Hay 


year. 


Scott Paper Company, Chester, 
Pa., has appointed John B. Hay, as- 
Sistant secretary and export man- 


ager, as head of the consumers’ 
representative department. 


Ahrens Publishing Moves 


Ahrens Publishing Company, 


New York, has moved to 71 Van- 
derbilt avenue from 220 E. 42nd 
street. 


“Parents” Highlights 
Nutritional Theme 


Defense on the home front has 
been dramatized by Parent's Maga- 
zine through a seal which asserts, 
“A Strong Democracy Needs Well- 
Nourished Children.” The sticker 
is available for use on letters as 
well as for point-of-sale display in 
retail stores. 

Beginning with the October issue 
the magazine will feature a “Nutri- 
tion Course for Mothers.” The 
presentation will be in nine instal- 
ments. 


Blue Moon to LeQuatte 


Blue Moon Foods, Thorp, Wis., 
has appointed H. B. LeQuatte 
agency, New York, to direct adver- 
tising for its Bavarian 
spread. 


cheese 


MARKS ARE CHANGING. 


Stations as old 


and as famous as 


"network broadcasting itself 


“GO MUTUAL 


to become full time outlets of Mutual. joining the 178 
stations of America’s fastest erowing network. LEADERS in 
their cities, these pioneers of the air join the significant shift | 


to Mutual of advertisers, agencies and top-rank stations. 


¢ 


These major outlets, for over ten years basic members of 


the earliest networks (National and Columbia), have signed 


America’s ONLY Station-Operated Network ~ 


Cost of Living 
Up 2.6%, with 
Rise to Come 


Washington, D. C., May 7.— 
Higher prices for foods, textiles 
and house furnishings have lifted 


the cost of living 2.6 per cent since 
the war began, and the Bureau of 
Labor Statistics of the Department 
of Labor anticipates a further in- 
crease of as much as 3 per cent by 
fall. 

Living costs advanced 0.4 per cent 
between mid-February and mid- 
March. Contributing to the rise 
during the month were gains of 0.5 
per cent in food costs, 1.7 per cent 
for clothing, 1.2 for house furnish- 
ings, and 0.1 for fuel, electricity 
and The rent index showed 
no change from the previous month, 
although up from last December, 
and the Bureau of Labor Statistics 
warned that reports indicate that 
the April and May moving season 
will probably be reflected later by 
higher housing costs. 

The cost of living index, based on 
goods purchased by wage earners 
and lower-salaried workers in 34 
large cities, stood at 101.2 on March 
15. The base of 100 is the average 
for 1935-39. Only food costs, among 
components of the index, are still 
below the 1935-39 average. 


ice. 


Prices Up 4 Per Cent 
the 


reported 
all commodities 


Meanwhile, 
Commerce 


Department of 
that 
except farm prod- 
ucts and food were 4 per cent higher 


prices of 


at the end of March than in mid- 
August, 1940, when the upward 
trend began. Price increases for 


products affected by procurement 
needs of the armed forces accounted 
for much of the gain 

Notable recent 
months were reported for clothing, 
furniture, house 


advances in 


furnishings, re- 
frigerators, kitchen utensils and 
small appliances, hardware = and 


office supplies. Wholesale price in- 
creases in many of these lines began 
to filter down to retail 
time ago 


Prices of 


lines some 


semi - manufactured 
goods were 10 per cent higher at the 


end of March than at the end of 
August, while costs of manufac- 
tured products rose 4 per cent in 


the same period Items necessary 
for the armed forces, such as lum- 
ber, wool goods, leather and cotton 


products, led the advance 


Perry Joins Thompson 

W. M. Perry, formerly of General 
Outdoor Advertising Company, Out- 
door Advertising, Inc., and Geyer, 
Cornell & Newell, Inc., has joined 
the sales staff of George E. Thomp- 
son and Associates, New York out- 
door advertising representative 


“Everywoman’s” Moves 


Everywoman’'s, New York, is now 
located at 1790 Broadway. Its for- 
mer address was 501 Madison ave- 
nue. 
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May 12, 194) 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


tions the merchandising possibili- 
Aerial Freight ties of sea food, tree-ripe fruit, and 
Citing the use of airplanes in the Other products which fast transpor- 
transportation of cargo into remote tation could make available. 
corners of the world. some of| The author visualizes the future 
which never have been penetrated | @erial freight system as comprised 
by railroads or automobiles, and|of feeder lines to main lines which 
their use in this country for rushing | would transverse the country. The 


Possibilities of 


even heavy equipment to the scene! feeder plane would be built some- | 


of emergencies, Capt. Fred Smith in| what like box cars, perhaps around 
the May Aero Digest envisages great two of the new horizontally-opposed 
expansion in aerial freight service | engines like the 130-hp. Franklin, 
in this country and throughout the | Lycoming, or Continental. It will 
world with the “outbreak of peace,” | have everything in the cockpit for 
when thousands of trained pilots | tho pilot, but nothing but cargo 
and aviation technicians will find space aft. With vacuum retracted 
themselves jobless. As an example | janding gear and constant-speed 
of the opportunities which await | propellers, it will cruise a 1,400-Ib. 
such service, Capt. Smith men-| jayjoad at 135 mph., land at 45 mph. 
in the small airports on the line, 


MAILING SERVICE foe eae io the iuink terminate 


There the cargo will be shifted to a 


Multigraphing — Filling-in | 
Addressing—Mimeographing 


the old Condors, containing a cold 


THE LETTER SHOP. Inc | storage bin for cargo forward of the 
. . 


customary cabin, and a _ 15-place 
440 8S. Dearborn St. Wabash 8655 | : a “ ” Ri, 
CHICAGO |compartment for coach-fare passen- 


| plane larger than, but as buxom as | 


ADVERTISING AGE 


|gers. This ship will stop at second- 


ary airports and link with the first- 
class passenger runs for long dis- 
tance flights, the latter being 
equipped with ships resembling the 
Consolidated B-24 bombers, but 
larger. 

There will be plenty of troubles 
and problems, the writer warns, 
but on the other hand there will be 
many more people engaged in their 
solution, and they’ll all be putting 
the airplane to work. 


Extending Loan 


| Facilities of Banks 


The growing necessity for banks 
to find new outlets for their loan- 
jable funds requires that they look 
|to other than the heretofore tradi- 
tional, standard type of commercial 
|borrower, Milton Wright points out 
jin a discussion of “Directors and 
Loan Policies,’ one of a series of 
jarticles he is now writing for 
| Banking, this one in the May issue. 
He illustrates how two banks ap- 
proached the problem successfully. 

A bank in a small Eastern town 
made a thousand automobile loans | 
last year by working through local 
automobile dealers and extending 
‘to them and their customers all the 
/conveniences offered by the large | 
\finance companies. “We're pre-/| 
pared to finance your floor plan,” 


PRINTING... 


By Men Who Know How 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives. 


Be it a cat- 


alog, publication, broadside, booklet, folder or other pro- 


motional piece, from the very first step to the last, each is 
handled by men with years of experience in the highest 
quality standards « This experience of “knowing how” is 
one of the reasons why work done by this organization 


stands for the best that can be produced ¢ 


printing we are prepared to relieve you of much respon- 


sibility. Our services when needed, aside 


When you buy 


from the actual 


production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ¢ 
Through our spirit of co-operation you will find us of value. 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 
consideration will be gladly given without obligation. 


PRINTING PRODUCTS CORPORATION 


Chicago - - Illinois 


| defense. 
'clude Life, National Geographic and 


| sales of independent retail stores in 


| Syndicate New Radio 


Two Appoint Grey 


Tee HSS | 
they told the dealer. “We have no | 
factory tie-up and you do not have | 
to take cars when you don’t need 


Ad Drive Helps 


them.”” With its finance department Truck Association 


not quite two years old, this bank 


showed a gross profit on it of sat | Win Annual Award 


000 last year. 


Wa 


shington, D. C., May 6.—Ad 


A large bank in a leading indus- | vertising played an important p-r 


business by entering the field of|tions’ program which won fo: 


personal loans. 


A survey of the/the annual award of the Ameri 


trial state greatly increased its loan|in the American Trucking Assoc 4- 


debt situation among workers’ fam-| Trade Association Executives 


ilies showed that 20 per cent of|outstanding trade 


| 


them were in debt to personal loan 
companies, pawn shops, and other | 
lending institutions. 


associati n 


achievement. 


ATA’s 
A still greater |paign in national magazines, p °- 


heavy advertising ce 4- 


number owed the butcher, grocer,| pared by the Biow Company, N w 


doctor, and others. 


have their financial problems placed | 


other 


The directors | York, was cited particularly by .¢ 
of the bank felt that it would be a | judges 
‘civic benefit if the workers could| ATA here last week. At least 0 


who voted the award ‘to 


associations which jy jn 


on a more orderly basis instead of | honorable mention, the Ameri: in 
being harassed by a miscellany of | Meat Institute and New York F 4- 


debts at usurious interest, and they | ploying Printers 


presented the idea on that basis to 
every employer of labor in the | 
area. 


Association, e 


engaged in advertising. 
Cornerstone of the winning AA 


It was suggested that the | program was a nation-wide sur: ey 


employer send to the bank such of |to determine the public’s attit: de 
his workers as needed to have their | toward the trucking industry. Ai er 


finances straightened out and 
exactly 50 per cent of the cases they 
were successful. 


B & O Bids for | 


Defense Travel 


The Baltimore & Ohio Railroad 
has started a national advertising 
campaign featuring Washington, 
D. C., as the key city of national 
Magazines being used in- 


Parents’. Featured in the adver- 
tising is an offer of a free ‘‘Wash- 
ington Pictorial Magazine” in roto- 
gravure, showing what to see and 
where to go in the nation’s capital. 

Supplementing the promotion are 
numerous follow-up pieces and a 
two-reel sound movie _ entitled 
“Washington, Shrine of American 
Patriotism.” The account is handled 
by Richard A. Foley Advertising 
Agency, Philadelphia. 


Newspaper Groups 
Places Sasser Column 


were 


in |misconceptions held by the pu! lic 


uncovered through questi n- 


|naires, a campaign was shaped to 


correct wrong impressions. 


Center on Trade Bars 


Chief theme of the campaign was 


that 
cost 


trade barriers between states 
the public money. A maza- 


zine spread on this situation wh ch 


legisl 


,}and the general public. 


}ran last January resulted in an ava- 
jlanche of letters from governors, 


ators, educators, business men 
The intro- 


duction of corrective legislation in 


some states, and the halting of 

anti-trucking proposals in others, 

are attributed at least in part to 

ithe ATA campaign. ) 
National advertising was e- 


printed widely by state associations 


affiliated 


and 
ATA 


the 


, Which 
merger of two groups in 1933 when 
preparation of 
|was the chief item of business, in- 


with 
by local 


the national body, 
trucking companies 
was formed by the 


an NRA code 


Nancy Sasser, Inc., New York,|cludes members handling 80 per , 
has appointed Newspaper Groups, |cent of highway freight traffic. , 
Inc., to place its syndicated shop- | Under Secretary of Commerce | 
ping column, “Buy-Lines By Nancy | wayne C. Taylor presented — the , 
Sasser,” which is to appear in 32 : ; "i . 
/ wer odd oa e gM. Sent : bronze medallion award to ATA on , 
~ ieee ae te as 6 sep". «| behalf of Commerce Secretary Jesse 

Five West Coast papers have . I 
been included in the group, whose |H. Jones, who headed the aw rd 0 
total circulation is said to approxi- | Jury but was unable to be present p 
mate 8,500,000. The column will|Other judges were C. S. Ching, a 
use facts submitted by advertisers|U. S. Rubber Company; Edwin § p 
and copy will be interspersed by | Friendly, New York Sun; Walter D ts 
hs aoa ae “ee = Fuller, Curtis Publishing Company: 

‘ts advertise > , : od 
. ta and Dean H. V. Olsen, Dartmoutl 
Sasser service was started in Octo- = ' “ Pir pea uJ 
ber, 1938, in the Times, Raleigh School of Business Administrat a 
N. C., which still runs the column Receiving honorable mention - d 
with the original advertising ac- | addition to the meat and printing 9 
counts. {groups were American Paper and t} 


Retail Store Sales 
Up for 28th Month 


For the 28th consecutive month, 


March were higher than the corre- 
sponding month of the _ previous 
year. March volume was 10 per 
cent above the 1940 level for the 
month, the Department of Com- 
merce has reported. 

The 10 per cent upturn in year- 
to-year sales compared with in-| 
creases of 14 and 12 per cent in 
January and February. For the 
complete year of 1940 as compared 
with 1939, the rise was 8 per cent. 
March's gain over February, 21 per 
cent, was the normal seasonal in- 
crease. 


Show, “Fun With Music” 


Kasper-Gordon, Inc., Boston, pro- 


ducer of syndicated transcribed | 
radio programs, in collaboration 
with Sales Results Company, has 


recorded a new series of transcribed 
programs starring Dr. Sigmund 
Spaeth, the “Tune Detective,” called 
“Fun With Music.” 

The motif of the broadcasts is 
that music can be simple, inexpen- 
sive fun. The series is being offered 
to one musical instrument merchant 
in each city, on an exclusive basis, 
and includes 26 quarter-hour pro- 
grams. 


The Grey Advertising Agency, 
New York, has been named by Pilot 
Radio Corporation, New York, 
using radio, newspapers and direct 
mail; and the Parker-Herbex Cor- 
poration, Long Island City, maker | 
of hair and scalp preparations. 


| 


Pulp 


Association, Institute of Boile 
land Radiator Manufacturers, Insti- 
of Distribution and _ Rocky 


tute 


| Mountain Electrical League. 


DB cunssiFieo PHOTOS 
i 


YIU 


Write for Photo Library : to 
of 2000 Subjects 


425 5S. WABASH AVE. CHIC 
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{[Editor’s Note: The 

iestions have been submitted to 
\fr. Hibschman by readers of Ap- 
VERTISING AGE or by members of 
cudiences of advertisers, advertising 
yen and businessmen in general 
which he has addressed recently on 
tre Pacific Coast. This is the fourth 
in a series of such answers. Addi- 
tional questions of general interest 
are welcome, and will be dealt with 
iy subsequent discussions. | 


Question 19. What can an adver- 
tising agency in a small city do to 
meet the requirements of the 
Wheeler-Lea Act and the FTC in 
the light of the fact that there are 
no lawyers there who know any- 
thing about the subject? 

Answer 19. “Our regular attor- 
ney,’ wrote the gentleman who 
submitted this question, “is a good 
one. But, even if we were to pay 
him to check every page of copy 
that we write, he could not afford 
to take the time necessary to 
familiarize himself with 
under which we advertising agen- 
cies and our clients now have 
operate, and certainly he could not 
afford to obtain and read all the 
books and reports necessary to keep 
up with developments in this field. 
And yet I feel unsafe in putting 
out any copy dealing with certain 
products that has not been 


Our Own Legal Quiz - IV 


Answers to Readers’ Legal Questions 
By HARRY HIBSCHMAN 


following | positive assurance, another release 


might be obtained specifically iden- 
tifying and referring to the picture 
to be used. 


Question 21. Does the owner of 


|a radio script of a play or drama 


lose his rights in it if he allows it 
to be broadcast without having it 


| copyrighted? 


Answer 21. There is a common 
law right that protects the owner 
of any literary work or work of art 
until it is published. The author 
of a play, or the advertiser—if the 
author is employed by him to write 
it—may, of course, copyright the 
play in the regular manner. If he 


| publishes it without doing this, he 


the laws | 


to | 


gone | 


over by a lawyer familiar with the | 


Act and its interpretation and 
application by the FTC and the 
courts.” 

He voices a question that has 


given grave concern to many other 
members of his profession, not 
merely in small cities, but in large 


ones. For it is a fact that lawyers 
are slow to prepare themselves to 
give advice or to act in the fields 


of administrative law. This is par- 
ticularly so in a field as limited as 
that of advertising and _ practice 
before the Federal Trade Commis- 


sion. Furthermore, those who do 
prepare themselves are handicapped 
by the fact that they have no way 


of letting anybody who might be a 
prospective client know anything 
about that. The canons of ethics 
prohibit them from advertising even 
to advertising men. 

The best suggestion I can make, 
therefore, is that in a situation such 
as that described by my correspon- 
dent the practical thing to do is for 
a group of agencies to cooperate, 
that they select some attorney who 
already knows something about 
advertising law, or, if there is none, 
one who appears to have the quali- 
fications otherwise necessary, and 
as a group retain him to serve them, 
each paying a monthly retainer 
according to the amount of copy to 
be checked. They could make it 
worth while for the man of their 
choice to familiarize himself with 
the law in this field; and, while they 
would have to pay for his educa- 
tion, they would after a while find 
the protection needed by making 
him read and check all copy before 
releasing it. It is not impossible 
that certain clients, especially those 
dealing in drugs and cosmetics, 
would be willing to assume or share 


the expense of retaining a lawyer 
in this manner. However, I’m 
assuming that competitors can and 
will cooperate. And that may be 
assuming too much. 


Question 20. 
tise 
for 


How can an adver- 
protect himself against a claim 
libel based on a_ photograph 
ally posed for, as in the noto- 

case of the stock broker in 
Camel cigaret ad? 

Answer 20. As the case referred 
fo involved an optical illusion, there 


§ not much chance of its being 
rep ated. However there have been 
several lawsuits based on grounds 
allesed to be similar; and the ques- 
tion is not an idle one. The only 
sure way to avoid every possibility 


suuble of this nature would be 
® have the subject of the picture 
ign a release for the particular 
to be used in the proposed ad 
general practice now is to ob- 
i release at the time the picture 
ken. In case of doubt or for 


loses all protection, because the 


common law right ends with publi- | 


cation. But broadcasting a play is 
not publication of that play. One 
of the best-known cases involving 
this question is one in which there 
was a controversy over the owner- 


ship of certain scripts used by Ed 
Wynn on a series of programs. The 
‘court held that the fact that there 
had been a broadcast performance 
did not divest the owner of his 
rights therein, as such performance 
|did not amount to a publication. 

Question 22. Is it permissible to 
use a picture of an old work of art, 
for instance an old painting or 
| statue, in an advertisement or in an 
|advertising folder or pamphlet? 

Answer 22. If the work in ques- 
|tion is more than 56 years old, so 
| that there cannot be any still exist- 
ing copyright in it, it may be copied 
or photographed and the copy or 
photograph used in the manner 
stated. But a copy or a photograph 
may also be copyrighted. 
before using any copy or photo- 
graph, it is necessary to make sure 
that it itself has not been copy- 
righted. 

Question 23. May billboards be 
prohibited in residential sections of 
}a city? 
Answer 23. In many states, yes. 

Question 24. May they be pro- 
hibited along public highways on 
aesthetic grounds? 

Answer 24. It has been held in 
a number of states, including Cali- 


Hence, | 


‘Moves Offices 


fornia, Colorado, Kansas, New Jer- 
sey and North Carolina, that 
“aesthetic considerations alone or as 
the main end do not afford sufficient 
foundation for imposing limitations 
upon the use of property under the 
police power”; but where the pri- 
mary purpose is to promote the 
health, morals, safety or general 
welfare of the community and the 
incidental purpose to enhance its 
beauty, legislation prohibiting the 
erection of billboards in certain 
places is constitutional. Aesthetic 
considerations are, however, given 
great weight in a few states. As 
was said by the Court of Appeals 
of New York: “Beauty may not be 
queen but she is not an outcast be- 
yond the pale of protection or 
respect. She may at least shelter 
herself under the warning of safety, 
morality and decency.” And _ in 
Massachusetts the highest court of 


the state has virtually sanctioned 
aesthetics alone as the basis of 
legislation regulating _ billboards. 


The tendency today is in that direc- 
tion. 


Walter W. Wiley, advertising, is 


inow at 132 W. 43rd St., New York. 


Lederle Promotes Cerevim 


on National Basis 

Advertisements in the May issues 
of nine pharmaceutical and medical 
journals have announced that Led- 
erle Laboratories, Inc., will stick to 
drug stores for national distribution 
of Cerevim, its new  pre-cooked 
baby cereal. Lederle has just taken 
over the manufacture and market- 
ing of the product from Cerevim 
Products Corporation, which hith- 
erto distributed the cereal only on 
the Atlantic seaboard. 

Sales of Cerevim, accepted by the 


|American Medical Association, will 


be promoted ethically through sam- 
pling of doctors, direct mail to gen- 
eral practitioners and pediatricians, 
and displays at medical exhibits. 
Publication advertising plans call 
for page insertions in leading medi- 
cal journals this fall. 


Musicraft Appoints 
Musicraft Records, Inc., New 
York, has appointed Morton Freund 
agency, New York, to direct adver- 
tising for its Masterpiece records. 


Waxelbaum Moves 

Waxelbaum & Co., New York ad- 
vertising agency, has moved to 132 
W. 43rd street. Its former address 
was 110 W. 40th street. 


“LISTEN, J. B., for the last three years 
I've had Liberty on every list I've brought 
up here—and each year you've shied away 


from it. Why the change of heart?” 


“It’s all your fault, Addison. Remember 
that automotive survey you tried to shove 
down my throat last year? Well, I didn’t 
believe it, but it got me curious enough 
to do a little checking on my own. I 
found out that the facts of who buys 


what and what they read don’t agree with 


“We gotta balance this list, Addison” 


under three grand. And the peak of sales 


some of the theories we've had.” 


“Hey, wait a minute! Who okayed that 
pretty picture campaign over my dead 


body? Whose wife liked opera singers?” 


“I know, Ad, but let me tell you what I 


“Well, well, J. B., so you're getting realis- 


found right in our own records. I used to 
think nobody could buy our top model 
who made less than five grand. | found 


the peak of sales for this model was just 


of our whole line, according to our own 


credit bureau, is around two thousand a 


trates 67°7 of its circulation — right in 
the $1000 to $3000 family income group 
—more wallop than any other magazine— 


right where we need it the most!” 


tic. Maybe now you'll believe that Liberty 
was read by nearly half the new car buyers 


in that survey. Here are the figures — it 


this year. It fits 


year. And that’s where Liberty concen- 


hard-hitting new 


“You sound like 


trend toward one 


"That's what I'm trying to tell you, Ad. 


That's why I'd like to see us use Liberty 


right in with the new 


thinking. It's hand in glove with that 


campaign of yours. It'll 


give us more advertising impact at the 


market peak. Where Liberty hits hardest.” 


a Liberty salesman, but 


you've missed the best reason of all — 


using Liberty, you're tied to a trend, the 


big market for all goods. 


You hitch all your production to the mar- 


ketplace, sell the 


the marketplace . 


runs from 51°% among Plymouth buyers 


to 36° among Cadillac buyers.” 


same model to both the 


Astorbilts and the Sweeneys—that’s real 


democracy that works...the democ racy of 


.. the American way ...” 


“Addison, you sound like a Liberty editor!” 


AD LIBB SAYS, “it's a 
funny thing, but the more 
an advertiser knows about 
his own market picture, the 
more he appreciates Liberty.” 


LIBERTY 


IMPACT AT THE PEAK 
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Diversified Industry Spells 
Defense Boom for Cleveland 


Industrial Activity, Re- 
tail Sales Soaring in 


Ohio City 


[Editor’s Note: This is the 
ond of a series of discussions of the 
effects of the defense boom on ma- 
jor cities throughout the country, 
written so as to present an intimate 
picture of local conditions of value 
to advertising and sales executives, 
and to keep marketing men abreast 
of the changes in sales opportunities 
which are being developed because 
of the upsurge in industrial activity 
throughout the country. A similar 
story on Los Angeles will be pub- 
lished here next week.] 


By WILSON B. FISKE 


Cleveland, May 8.—People are on 
the move in Cleveland these days, 
with an “all out for business” at- 
mosphere. Dinner pails are swing- 
ing, crowds are moving, business 
men are smiling, and sales resist- 
ance has dropped to a minimum. 


Great plants are humming steadily | 


as shift after shift moves in to keep 
the wheels of production turning. 
Along Euclid Avenue and on the 
many other streets which fan out 
from Public Square to the neigh- 
borhood shopping districts of the 
suburbs, business is booming. 

The natural location of Cleve- 
land, between the bituminous coal 
deposits to the south and the iron 
ore supplies to the north, focusses 
more than usual attention on this 
great city today. Steel is the very 
essence of national defense, 
here we have the industrial cross- 
roads. Not only is Cleveland a big 
steel center in itself but the Cleve- 
land port and other nearby Ohio 
ports pass iron ore southward and 
eastward to the steel mills of Can- 


sec- 


and 


|ton, Massillon, Youngstown, War- 
lren, and Pittsburgh. This is a 
| background reason for all the ac- 
tivity. 


Diversified Industrial City 


Putting the glass more directly 
lover the city, we find a metropolis 
of diversified industry —of some 
2,200 important industrial concerns 
| engaged in all kinds of manufactur- 
|ing operations. Add to this the fact 
lthat Cleveland is the automotive 
|and aviation parts center of the na- 
| tion, and it may well be recognized 
|why national defense dumped ex- 
| tensive orders in this area. Not 
only were existing dies and equip- 
ment closely adaptable to defense 
needs, but important machine tool 
firms here were called upon to fur- 
nish machinery for the manufactur- 
ing operations of many other cities. 

Small wonder that the spring of 
1941 found Cleveland riding the 
| crest of a boom wave, with the tides 
| of prosperity rising steadily and 
| threatening to submerge most of the 


existing 1929 records. The whir of 


industrial machinery made _ itself 
|felt in all brackets of business 
jenterprise, and _ fattened purses 
/made madam housewife a lucrative 
|buyer. You don’t have to look at 
| the upsurging lines of activity 
|charts to note the change. It is ap- 


| parent everywhere. Relief demands 
| have fallen off rapidly before the 
|rising tide of employment. A year 
lago the newspaper want ads indi- 
}cated but limited need for male 
and female help. Today the help 
|wanted columns are growing ex- 
tensive again and employers are 
|talking of the scarcity of skilled 
| labor. 


Many New Industries 


Equipment facilities and strategic 
location are but one reason why 
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Cleveland is enjoying its best state 
of health since 1929 with a good | 
chance that even that comparison | 
will be insufficient. With a popula- | 
tion of 878,336 people in the corpor- | 
ate limits and 1,217,250 in the met- | 
ropolitan district, labor is plentiful. | 
Ranking as sixth city in the United | 
States in population, Cleveland is | 
fifth in national manufacturing im- | 
portance and third as a national 
financial center. And it is defi- 
nitely growing. Fifty-eight new in- 
dustrial concerns opened for busi- 
ness in this city in 1940, not to men- 
tion the great number of commer- 
cial enterprises. Companies of long | 
standing are expanding rapidly 
under the impetus of defense de- 
mands plus aé_ heavy domestic | 
schedule. 

Total government defense con- 
tracts awarded to Cleveland firms 
up to April 21, 1941 totaled $227,- 
487,930.30, with 224 companies in- 
This has to do only with 
direct orders. Since Cleveland is | 
especially strong as a supplier of | 
parts, there is a still greater volume 
of indirect orders or sub-contracts 
coming from outside firms who are 
engaged in filling defense orders. 
And, at the same time, domestic 
business is forging ahead with new 
and greater vigor. The two brack- 
ets combined spell intense activity. 
As a matter of fact, experts close to 
the situation feel that Cleveland’s 
all-time high annual product value 


This interesting shot of riveters atop the 
crane from which the massive parts of 
Republic Steel's newest 1,000-ton blast 
furnace in Cleveland were lowered into 
place gives an indication of the city's | 


industrial expansion. The furnace, which 
is 105 feet high, has just gone into 
operation. 


of $1,303,000,000 in 1929 will prob- 

ably be surpassed with a figure of 

around $1,500,000,000 in 1941. 
Output Rising Sharply 


According to the Cleveland Press 
weekly business summary, compiled 


|; with the cooperation of the Cham- 


ber 
and 


of Commerce, 
other key 


public utilities 
organizations and 


|}agencies, Cleveland steel operations 


for the week ending April 26 were 
92 per cent of capacity after a tem- 
porary drop due to the coal strike. 
For the year up to that date opera- 
tions were at 93.9 per cent as com- 
pared with 72.6 per cent for the 
same period of 1940—a gain of 29.3 
per cent. The summary shows that 
the electric output in kilowatt hours 


|from Jan. 1 to April 24, 1941 was 
802,103,000 as against 700,585,900 
|for the same period a year ago. 


|Carloadings to April 19, 1941 were 


|} 229,985 against 185,215—a 
24.2 per cent. 

Bank clearings to April 24 were 
$2,089,994,040 against $1,659,882,- 
317, and bank debits for the 


gain of 


same 
period were $2,749,369,000 against 
$2,212,220,100. Auto sales to April 


24 totaled 67,209 this year as com- 
pared with 51,063 in 1940—a gain 
}of 31.7 per cent. Evidence of 
greater public transportation de- 
mands is seen in the 1,508,829 street 
car passes sold up to April 26, 1941, 
;compared with — 1,312,020 
sold in 1940. 


passes 


Tax Receipts Up 19% 

Post office receipts of $3,151,338 
to April 25, 1941, overshadow the 
$3,000,542 taken in during the same 
period of last year. And, as evi- 
dence of rising retail sales, there 
are the sales tax receipts for Cuya- 
hoga County, embracing Cleveland 
and suburban areas. Such receipts 


velopments. 
| from a construction standpoint, will 
| be the best in over a decade. 


| major plant expansions. 


|already, or 
out. 


MACHINES, TOOLS AND MORE TOOLS 


The large scale operations in recently expanded plants through the machine 
tool industry are well illustrated by this remarkable view in the turret lathe 
assembly department at Warner & Swasey Company's new plant in Cleveland. 


to April 12, 1941 were $3,413,020 as 
compared with $2,873,660 in 1940— 
a gain of 18.8 per cent. 

Building construction in Greater 
Cleveland for the first quarter of 
1941 nearly doubled that of 1940— 
the figures being $11,350,525 this 
year and $6,723,008 last. But even 
that doesn’t tell the full story, in 
view of heavy projected activity 
and the fact that industrial expan- 
sions involve far more than build- 
ings alone. The Cleveland Cham- 


| ber of Commerce has estimated that 
, 1941 industrial expansion will rep- 


resent a total investment of 
$75,000,000, including machinery 
and equipment; that 5,000 antici- 
pated residential units will entail a 
total cost of $25,000,000 to $30,000,- 
000; and that commercial buildings 
will probably add another $5,000,- 
000. But even those figures look 
a little conservative in view of de- 
Certainly the year, 


over 


The rat-a-tat-tat of the riveting 
hammers is heard in all industrial 
sections of the city because defense 
demands, coupled with the domestic 
output, have opened the way to 
A long list 
manufacturers have 
expansion of facilities 
have their plans laid 


of Cleveland 
undertaken 


Individual Plants Expand 


Chase Brass & Copper Company 
has announced plans for immediate 
construction of a $16,000,000 ex- 
tension to its Cleveland plant, in- 
cluding machinery and equipment, 
in order to manufacture 15 million 
pounds of cartridge brass monthly. 
Thompson Products, Inc., world’s 
largest manufacturer of airplane 
valves, will spend between $11,000,- 
000 and $15,000,000 to construct a 
new plant. The Ohio Crankshaft 
Company will soon complete the 
erection and equipping of a $5,000,- 
000 plant to make airplane engine 
crankshafts for Wright Aeronautical 
Corporation. 

Cleveland Pneumatic Tool Com- 
pany is expanding and equipping 
new plants to the tune of $5,000,- 
000. The Warner & Swasey Com- 
pany, which has already under- 
taken three expansions within the 
past year, is expanding again. The 
Cleveland Graphite Bronze Com- 
pany has an expansion program of 
$3,000,000. The Parker Appliance 
Company will spend $2,000,000 to 
take care of airplane coupling or- 
ders. And the Cleveland Electric 
Illuminating Company plans. to 
spend some $8,000,000 in 1941 to 
take care of the greater power 
needs of industrial firms. 


| companies 


These are but a few of the maj ir 
projects which are in the multi- 
million class. An extensive list of 
are spending hundreds 
of thousands of dollars each in ex- 
pansions which will enable them ‘to 
boost their production while put- 
ting thousands of new employes to 
work. Many other companies have 
already completed major expan- 
sions and are running at full ca- 
pacity. Altogether, there were 338 
expansions in the 12-month period 
ending March 31. 

Although a large proportion of 
Cleveland industries is engaged in 
the manufacture of parts rather 
than complete units, and thus are 
submerged as far as headline prod- 
uct news is concerned, many othe! 
command attention with full de- 
fense mechanisms. The White 
Motor Company, for instance, has 
long been building trucks and ar- 
mored cars for the French, British, 
and American forces. White has 
just completed an extensive initial 
order for armored scout cars for 
the U. S., and now the company is 
turning out half-trac scout cars at 
the rate of 125 per week. These 
are more heavily armed than the 
previous wheel-type scout cars. 

The Cleveland Diesel Engine Di- 
vision of General Motors has long 
been active in building Diesel gen- 
erators and propelling machinery 
for submarines, submarine tenders 
and other boats. Millions of dol- 
lars in contracts have been awarded 
to this concern. 


Vessels Built 


The above are brief examples of 
the type of products which make 
the news more often by their very 
nature. Of course many companies 
outside of the metal working field 
are getting government orders, in- 
cluding textile and garment manu- 
facturers. It has been said that 
every city and town in the country 
is dependent on Cleveland, in one 
way or another, for paints, iron and 
steel, machinery, electric lamps, 


Naval 


A CAPITAL IDEA 


A capital idea for bringing extra 
capital to manufacturers of infan' 
and household products. Ask thos: 
already benefiting from this orig 
inal, sales-stimulating plan. You: 
samples and literature presented 
by a graduate nurse. Full detai's 
for the asking. 


The Cradle Cn Serwiee, J ne 
(57 N. Kingshighway 


St. Louis, Mo. 
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stoves and ranges, bolts 
hemicals, etc. 

One of the most significant events 
) Cleveland industrial history oc- 
urred Feb. 1 when the first 158- 
sot submarine net tender slid down 
1@ Ways at the American Ship 
Building Company’s yards in Cleve- 


and nuts, 


nd. This was the first strictly 
naval craft ever to be built in 
Cleveland. Eleven more of the 


submarine net tenders are taking 
shape—five at the Cleveland yards 
and six at the company’s yards in 
Lorain. 

An order for eight steel mine 
sweepers, at a cost of $13,736,000, 
went to the American Ship Build- 
ing Company recently; and another 
order for eight wooden mine sweep- 
ers, costing $2,600,000, went to the 
Stadium Yacht Basin, Inc. 


Lake Shipping Important 


Another significant move, in the 


aeronautical field, is the construc- 


tion of an $8,400,000 aircraft engine | 


laboratory at Cleveland Airport— 
largest commercial airport in the 
country. Work has already begun 
on this vast laboratory for the gov- 
ernment (National Advisory Com- 
mittee for Aeronautics), and 
already plans are being considered 
to increase the expenditure. Aside 
from that the airport itself, con- 


sisting of 1040 acres, is in for fur- | 


ther modernizing steps. 
Although visitors to Cleveland 
may not overlook Lake Erie, they 
seldom realize its importance. In 
view of the fact that Cleveland has 
been the center of Great Lakes 
shipping since early days, water 
: transportation is an important fac- 

tor in this city’s welfare. Com- 
: panies controlling 75 per cent of the 
United States commercial boat ton- 
nage on the lakes are headquarters 


e here. And this year the boats got 
s into operation earlier than usual 
. because of the vast hauling job 


, ahead. 
According to estimates, between 


il 71 and 75 million gross tons of iron 
a ore will have to be moved this year. 
- That would be at least 10 per cent 
it greater than the previous biggest 
ec year of 1929. The annual report of 
re the Lake Carriers Association shows 
that Cleveland ranked first among 
os individual ports in ore receipts last 
1g year, handling about 1/6 of the 
iil total. Conneaut, another nearby 
ry Lake Erie port, ranked second, 
rs while Ashtabula and Lorain were 
l- likewise among the leading ore 
ed landing points. Coal was the big- 
gest commodity of outgoing boats, 
and stone, used in connection with 
blast furnace operation and other 
of purposes, arrived in great quanti- 
ke ties as the third most important 
ry commodity. 
1€S 
‘ld Advertising Also Up 
in- Not only was Cleveland retail 
1u- business well up for the first quar- 
nat ter of 1941, but the Easter season 
try turnover surpassed that of 1940 by 
ne a substantial margin. And _ the 
nd spring sales which followed were 
Ips, the most successful in history for 
= many downtown stores. 
— Figures of advertising media in 


the Cleveland 
a vigorous 


market demonstrate 
cultivation of business 


A view down Cleveland's Euclid avenue 
looking east from Public Square. 


| opportunities. 


The Pioneer Voice of Kansas 


Mt) 


WICHITA 


Kay Pyle, Gen. Mor 
3000 day, 1000 nite, 1070 Kc. 


The three major 
Cleveland newspapers—News, Plain 
Dealer and Press, for the period 
from Jan. 1 to April 23, showed a 
total increase of 358,000 lines over 
the same period of last year. 


Radio business is likewise up. 


| Station WGAR, which looks for one 


of the best radio years ever, shows 
a first quarter increase in national 
spot and local advertising of 18.53 
per cent; WTAM is up 29.8 per cent | 
over the same period of last year 
in these brackets; and WHK-WCLE 
stations show nearly a 50 per cent 
gain over the first quarter of 1940. 


Poster business in the Cleveland 
area is up approximately 12 per 
cent for the first quarter of 1941 


over the same period of 1940. 


Varied Copy Pushes 


Westinghouse Fans 


Cooperative newspaper advertis- 
ing, business papers and direct mail 
are being used to promote two com- 
pletely separate electric fan lines 
built for commercial and household 
users by Westinghouse Electric & 
Mfg. Co., Mansfield, O. 

Copy stresses the need for ade- 
quate circulation to move dead air 
and insure fresh air in motion, 
which is termed “lively air” and is 
the basic theme. Household fans 
are being promoted through dealer 
newspaper copy, literature, counter 
displays and direct mail. Commer- 
cial fans are being boosted in the 
business press, and there is also a 
direct mail campaign for the use of 
distributors and dealers. Fuller & 
Smith & Ross, Cleveland, is the 
agency. 


Tampex Loses Patent 


‘Suit Against Meds 


Ruling that the Tampax applica- 
tor patent was invalid, 
Judge Marcus Campbell has decided 
in favor of the Personal Products 
Corporation, New York, in the in- 
fringement suit brought against 
that company by Tampex, Inc. 

Tampax had charged that the 
Meds applicator made by Personal 
Products Corporation infringed a 
Tampax patent, but the court ruled 
that the Tampax patent in question 
was invalid on four grounds. The 
court also held that the Meds tam- 
pon did not infringe the Tampex 
tampon patent. 


Announces 4-Ad Test at 


One Insertion Cost 


B. J. Ridder of Ridder - Johns, 
Inc., Chicago, publishers’ repre- 
sentative, has announced a new test 
campaign set-up for advertisers, 
whereby four different keyed ads 
may be used in any of four news- 
papers at one insertion cost. 

Newspapers cooperating in the 
test combination are the St. Paul 
Dispatch and Pioneer Press, Duluth 
Herald and News Tribune, the 
Herald, Grand Forks, N. D., and 
American - News, Aberdeen, S. D. 
The latter two publish both morn- 
ing and evening editions. Two 
campaigns have already been 
started under the plan, alternating 
the copy twice in both morning 
and evening editions of the papers. 


Reynolds Promoted 


J. Louis Reynolds, vice-president 
in charge of export sales of Rey- 
nolds Metals Company, Richmond, 
Va., has been appointed general 
sales manager, a post he is to hold 


during the present national defense | 


| emergency. 


Federal | 


Newspapers Rein 
Carry Burden of 
Red Crown Copy 


Chicago, May 9. — Newspapers 
will again carry the bulk of Stand- 
ard Oil Company of Indiana’s sum- 


keting area. 
Newspaper 

display large 

laid 


cial emphasis 


Memorial Day 


readers in the 13 Midwestern states 
which comprise the company’s mar- 


comparatively little copy, with spe- 


trips and the three-day holidays of 


The popular sectional maps intro- 
duced a year ago, which enable the 
motorist to use Only six maps cov- 


advertisements wil] |ering the United States instead of 
illustrations with the customary one map for each 

state, will be continued and _in- 

on long motor creased by 50 per cent in anticipa- 

tion of heavier travel and longer 

and the Fourth of motor trips during the summer of 


mer schedule, and will feature the | July. 1941. 

same message used last year, that The newspaper campaign will be Wesley I. Nunn is advertising 
“motorists throughout the Middle supplemented by 24-sheet posters, Manager. McCann-Erickson is the 
West choose Red Crown gasoline 2. by direct mail, and by a series of agency. 

to 1.” Four hundred and eighty- farm advertisements directed at “ 

nine daily papers will run the tractor fuel, gasoline, and motor oil Michel Appoints Tyson 
series, along with 1,232 weekly running in 26 farm papers. Trade a 

newspapers, presenting a total of and industrial advertising for lubri- Michel Export Company, Inc., 


1,721 newspapers—eight more than 
last year—with a combined cover- 
age of approximately 14,000,000 


cants, candles 


papers. 


and 
products will appear in 50 business 


New York, has selected O. S. Ty- 
son & Co., New York, as its agency. 
Textile chemicals will be promoted 
through direct mail. 


other specialty 


mn 
is 


fie 


“Shoemaker, 
\ Stick to Dour Last!” 


Ns wt 


W 
W 
W 
y 


= 
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HAT was good advice a century or two 

ago, and it’s even better in 1941. “The 
jack of all trades” is losing out in the mod- 
ern business world. 

Typesetting is a vital part of advertising and 
of all printing. To produce better typography, 
certain companies with expert workmen, costly 
equipment and heavy investments in type, 
concentrate their skill, knowledge and expe- 
rience solely on the setting of type. These firms 
make up the Advertising Typographers Asso- 
ciation of America. Through long association 
and mutual understanding, a common ethical 
code, uniform practices and highest standards, 
this group has raised ATA composition to the 
level of a fine art—and has made it available 
to anyone. ATA members have done it by 
being specialists. 

The volume of America’s printing is almost 
too large tocomprehend. Not considering 
books, magazines and newspapers, there are 
countless catalogs, broadsides, booklets, sales 
manuals, house organs and many, many other 
forms, all printed from type, which would be 
more effective with better typesetting. 


STREAMLINING this old adage and using it with today’s brevity, 
we Say, “Specialize.” I if you can do one thing well, that’s your job. 


Don t go messing around with anything else—if you want to succeed. 


If you are a buyer of printing, or if you 
have a typographical problem, why not do ex- 
actly what you do in other situations? Consult 
a specialist! Your nearby ATA member will 
be glad to send a representative, without obli- 
gation. He will show you how to improve the 
appearance and power of your printing by the 
intelligent use of type. You'll be delighted 
with the low practical costs, for ATA typog- 
raphy is never expensive. Let us prove it to you. 
‘ ‘ ‘ 
The features that have made ATA service 
first in its field are Highest Quality, Intelligent 
Service, Expert ( ‘raftsmanship, ( ‘omplete Facilities, 
Sound Business Dealing, Good Taste, Uniform 
Practices, Greatest Choice of Type Faces, Type 
Service for All Advertising Purposes, and Lowest 
Practical Costs. 
THE 
Advertising Typographers 


Association of America INc. 


AKRON, OHIO 
The Akron Typesetting Co 


BALTIMORE, MD. 


The Maran Printing Co 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N.Y. DETROIT, MICH. 


Axel Edward Sahlin Typographic The Thos. P. Henry Co 
Service C. Ben}. Stapleton Co 

CHICAGO, ILL. George Willens & Company 

Arkin Typographers, Inc 

J. M. Bundscho, Inc 

The Faithorn Corp 

Hayes-Lochner, Inc 

Runkle-Thompson-Kovats, Inc 


CINCINNATI, OHIO 
The J. W. Ford Co 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 


DALLAS, TEXAS 


Jaggars-Chiles-Stovall, Inc 


DAYTON, OHIO 


Dayton’'s Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc 


KALAMAZOO, MICH. 
Clare J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 

Samuel Katz, Typographer 
Rising-Hammond, Inc 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY 


NEW YORK, N. Y. Type Arrangement, Inc 
Typographic Crattsmen , Inc 


Ad Service Co 


Advertising Agencies 
Company, Inc 


Typographic Designers , Inc 
The Typographic Service Co 


Kurt H. Volk, Inc 


service 


Advertising Composition, Inc 
Artintype, Inc 

Associated Typographers, Inc 
Atlas Typographic Service, Inc 
Central Zone Pre 
Diamant Typographic Service 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


ss, Inc 
PORTLAND, ORE. 
Paul O. Giesey, Advertising 


A. T. Edwards Typography , Inc ; 
Typographer 


Empire State Craftsmen, Inc 
Frost Brothers, Inc. 


ST. LOUIS, MO. 
Brende! Typographic Service 
Warwick Typographers, Inc 


Graphic Arts Typographers, Inc 
Huxley House 

King Typographic Service Corp 
Master Typographers, Inc 
Morrell & McDermott, Inc 
George Mullen , Inc 

Chris F. Olsen, Inc 

Frederick W. Schmidt, Inc 
Superior Typography, Inc 
Supreme Ad Service, Inc 
Tri-Arts Press, Inc 


SAN FRANCISCO, CAL. 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


MONTREAL, CANADA 
Fred F. Esler, Led 


* ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
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FM Network Elects 
Permanent Officers | 

John Shepard, III, head of the 
Yankee Network and president of 
FM Broadcasters, Inc., has been 
ic elected president of American Net- 
wid. work, Inc., new organization which 
z plans eventual operation of a coast- 
to-coast frequency modulation net- 
work. 

Other permanent officers elected 
— = were Jack Latham, executive vice- 
president; Herbert L. Pettey, Sta- 
tion WHN, secretary-treasurer; and 
Walter J. Damm, Milwaukee Jour- 
nal, vice-president. The board of 
directors has decided on the adop- 
tion of a standard rate card struc- 
ture, the representation of member 
stations in spot sales and establish- age f 
ment of a discount structure. ” . vie 


Ww hee ee”, 


WOWO-WGL, Ft. Wayne, Ina., 


— 


ass 


Agency Moves Offices 
Branstater - Hammond agency, 
New York, has moved to larger "Modern Home Forum" they sell. 


quarters at 11 E. 44th street from Phil Steitz, NBC; Franklin Tooke, 
41 E. 42nd street. 


| 


REPS GET ENTERTAINED FOR A CHANGE 


. “ ; 
panten at ee om 
vara Ss ’ 


yr 


recently entertained the Chicago spot sales 
staff of NBC, which represents the stations, treating the boys, among other 
things, to some refreshments dished up by WOWO's Jane Weston, whose 


Standing, left to right, are Gil Berry and 
WOWO-WGL program director; 
McEdwards and Ray Neihengen, NBC; Frank B. Webb, sales manager, and 
J. B. Conley, manager of WOWO-WGL; and Miss Weston. Seated are Maurice 
Boyd and Rudi Neubauer, NBC, and Oliver Morton, in charge of Westinghouse 
| station sales at NBC. 


Jimmy 


FTC Cracks Down 
on Albert Lane's 
Consumers Bureau 


Washington, D. C., May 8— 

| Albert Lane, whose operation of his 
Consumers Bureau of Standards 
has resulted in trouble with vari- 
| Ous authorities in the past, has run 
|} afoul of the Federal Trade Commis- 
|sion. He was ordered today to 
cease representing his concern as “a 
national non-profit 
search and educational organization 
| Which investigates, tests and reports 
'on goods and services for the bene- 
fit of the ultimate consumer.” 

According to FTC findings, Mr. 
Lane conducted no real research 


national 


OKLAHOMA! 


Yes sir! He's absolutely right. These ex- 
tra millions make it a still greater mar- 
ket . . . and you can't miss this market 
if you use, KOMA-KTUL Combination. 
An ALL-OKLAHOMA Coverage! 


Both Stations 5000 Watts 
Both Stations Columbia Network 


Oklahoma Tulsa and testing bureau for consumers, 

and maintained no staff or labora- 

KO) WA . KTUL tory equipment. The order directs 

him to stop advertising in his pub- 

e | lications and circulars that mer- 


Free & Peters, Exclusive Representatives | Chandise ratings included therein 


consumers’ re- |} 


are the result of research work by 
any bureau or organization. 
Mr. Lane was also 


publications will be issued at any 
stated time, when such is not the 
case; that he operates on a non- 
profit basis; that his business is 
national in scope; that he represents 
any research group or movement; 
that he has arrangements’ with 
Mellon Institute of Industrial Re- 
search, Massachusetts Institute of 
Technology, or similar organiza- 
tions, for testing products; and that 
ihe is personally qualified by special 
training to test goods and services. 
Puts Ban on Threats 

FTC also ordered Mr. Lane to 

‘refrain from “threatening, inferring 


or implying to any manufacturer or | 


distributor” that a refusal to buy 
copies of his publications or to con- 
| tribute financially would or might 
|result in unfavorable 
being made in print to such people’s 
products. 


ordered to! 
|cease representing that any of his | 


reference | 


€: “THE CUP'S AT THE FAR EDGE” 


| a CAN MAKE a sales approac h to Blair 
markets — through us — with complete 
conlidence that every detail is right 


CHICAGO 
520 N. Michigan Ave. 
SUPerior 8659 


NEW YORK 
341 Madison Ave. 
Murray Hill 9-6084 


DETROIT 
New Center Bldg 
Madison 7889 


ST. LOUIS I 
349 Paul Brown Bldg. 


OS ANGELES 
Chamber of Comm. Bldg 
Chestnut 5688 P 


Copr. 1441 
John Blair & ¢ 


belore you shoot. In voll there is a correct club for each 
shot — in Spot Broadcasting there is a correct approac h to 
each market. Let a John Blair man help you plan Spot 
Broadcasting that goes “straight for the pin” of Results. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


SAN FRANCISCO 
608 Russ Building 


rospect 3584 Douglas 3188 


Getting Persona 
cueumenel 
Four A’s convention gleanings ... J. D. Danforth, BBDO v.p., was 
the object of plenty of kidding about a great agency “merger” whic! 
followed an item in a Washington newspaper that identified him a 
being with Batten, Barton, Durstine & Lord. . . The agency and medi: 
men at Hot Springs found a couple of unscheduled celebrities enjoyin 
the charm of the mountain resort—Alfred P. Sloan and ex-Ambassa 
dor Joe Kennedy were doing a little relaxing. . . Advertising Directo 
Bill Robinson of the Herald Tribune amused one of the cocktail partie 
with a tale of how his daughter Wilma got her name. .. A Pullma 
club car packed with Four A’s conventioneers, enabled two govern 
ment men well-known to advertisers, to meet for the first time. Pgac 
B. Morehouse (he’s called ““Gad’’), head of the FTC Radio & Periodic: 
Division, and Don Montgomery, Consumer’s Counsel of the AAA, ha: 
talked with each other on the phone many times, but this was the 

first face to face confab. . . 

Handsome Paul MeNutt was the cynosure of all feminine eyes at th 
convention. The ex-Governor of Indiana was an imposing figure « 
the Homestead 
golf course, too. 
His healthy 
drives proved a 
potent tonic for 
the other three 
members of his 
foursome— 
Fred Healy of 
Curtis; Guy 
Smith, new 
Four A’s chair- 
man; and Jim 
Linen of Life. 

Ray Kelley 
of Syverson- 
Kelley, Spo- 
kane, and Don 
Bridge, N e w 
York Times ad 
director, served 
as handy 
stooges for the 
card legerde- 
main of True 
Story’s Asa 
Blish. 

Raymond Ru- 
bicam has ac- 
cepted the 
chairmanship 
of the United China Relief campaign to raise $1,700,000 in New York 
as part of the national drive for $5,000,000. 

Fishing is as good a way to recuperate as any, and that’s what 
Maury Phillips, of International Nickel’s advertising department, i 
doing at present. He had a minor operation recently. . . 

Ben Lichtenberg, Institute of Public Relations, now has a son-in-law 
named Robert L. Sampson. He hails from Chicago and was married 
to Claire Virginia at her parents’ home. . . Manhasset, Long Island 
is the site of Robert W. Tannehill’s new home. He’s with Benton & 
Bowles. . . 

Two entries by ad men received honorable mention in the fourth 
annual Father’s Day advertising competition conducted by the Neu 
York Sun. One was the work of Bob Burns, of Reiss Advertising 
and the other was by Bob Ferry, Arthur Surin and Tim Gibson «| 
Geyer, Cornell & Newell. . . 

Larry Davis, Kendall Mills a.m., 
Hospital Conference how branded 
patient’s recovery. . . 

Joe Egan, Jr., of National Outdoor Advertising Bureau, is probably 
dancing the rhumba in Havana at this moment. He’s honeymooning 
with his bride, Helen T. Holochwost, a Brooklyn gal. . . Ed Ahrens, 
boss of Ahrens Publishing, has been spending a good deal of his free 
time digging up money for the Boy Scouts in their annual fund-raising 
campaign... 

Rosemary Ridder, daughter of Bernard H. Ridder, St. Paul Dispatc/i- 
Pioneer Press publisher, is engaged to Karl Gerlach, of Stockton, 
oh Ja 

Maggy O'Flaherty, copywriter in the Chicago office of Weiss and 
Geller, who has been writing the script for “Alec Templeton Time’ 
weekends, will have time for a little horseback riding now that the 
show is resting for the summer. . . Colin M. Selph, a.m., Automotive 
News and Automotive Service, was married April 13 to Virginia 
Koestlin, Detroit. 

It’s Paul F. Peter, Jr., at the home of the director of research otf 
the National Association of Broadcasters. .. FCC Chairman James L. 
Fly bosses communications throughout the land but his own communi- 
cations were disrupted last week. His 1941 De Soto coupe was st: 
from in front of his office the other night, and subsequently showed 
up, needing $84 worth of repairs. . . 

R. S. McCarty, a.m., Philadelphia Company, Pittsburgh, and Her- 
bert Briggs, Jr., asst. a.m., were honored April 25 at a dinner perty 
in the Fort Pitt hotel, the occasion marking the twentieth annivers.!' 
of their association with the utility. Grafton Duvall, publicity di:cc- 
tor of the company, acted as m.c. and presented them with gant 
emblems. . . 

At the last special luncheon of the season members of the 
Richard Club, Philadelphia, engaged in a quiz program arrange y 
Roger Clipp, WFIL, and all participants walked off with prizes, ¢ 
funny and some valuable. Some of those who took their quests 
or left them alone, for better or for worse, were LeRoy Crane, 
dir.; Charles Blum, agency head; George Diffenbach, a.m., Ab 
Alderney Dairies; Herman Bub, Stewart-Jordan agency, and Herr) 
Hawkins, a.m., Philadelphia Evening Bulletin. . . 

Emmons Carlson, pro. mgr. of NBC’s Central Division, is bac 
work humming Latin tunes as a result of a Caribbean cruise 
which he has just returned... 

Blaine V. Glasmann, classified a.m., Standard-Examiner, O 
Utah, who has just been elected pres. of the Ogden Horse Show 
plans to hold the association’s annual show at the Ogden Liv« 
Show Coliseum May 23-25. His son is a member of the U. of 
polo team. Lee Potter, WCCO salesman, joined the Nav) 
force at Pensacola, Fla., May 1. Robert Buechner, formerly ‘ 
Wainwright, Luce & Willetts brokerage house, New York, 
brother of Thomas Buechner, v.p., Ted Bates agency, will su 
Mr. Potter. .. 


WALK OFF WITH BOWLING TROPH) 


Presentation of the West-Holliday Company trophy to BBDO 
winner of the Advertising Bowling League tournament, offi 
cially brought the 1940-41 campaign to an end in New York 
Left to right: George Schiessner of Erwin, Wasey, retiring 
president of the league; Harry Payne, captain of the win 
ning team; Robert D. MacArthur, West-Holliday; and Mar« 


Seixas, White-Lowell Company, president for 1941-42. Asso 
ciated Advertising copped second place this year and 
Erwin, Wasey, third. 


recently told the Southeastern 
merchandise contributes to the 
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K G ] ti . . G-E Volunteers to B kl ‘ B k voted to the importance of tests in 
nox eiatn eorganization 0 Aid Nati 1 Def uckiey S DOO mail selling. Another chapter con- 
1 auonda erense M k : | siders the financing of a mail cam- 
Agrees to Drop General Macirie Company has ON ar eting '_paign. 
m voluntarily offered to transfer re- | “ = One of the most useful parts of 
Energy Claims Commerce Set-up | eee BeTRRR Sat facilities from by Mail Revised the book is a two-page caineate list 
n commercial radio equip- i le a oe ine 2 
Washington, D. C., May 9.— /ment to a new electronic apparatus| Chicago, May 7.—The skill and for preparing mail advertising” in 
C)arles B. Knox Gelatin Company N C | { d urgently needed by the government experience required to cope suc- which Mr. Buckley offers an outline 
hes signed a supplemental stipula- | OW omp e @ |for defense. cessfully with the complex prob- which makes possible a detailed an- 
tiin with the Federal Trade Com- | |The company’s action will not|jems of selling by mail are made ®@!¥sis of direct mail copy. The book 
m.ssion by which it agrees to cease| Washington, D. C., May 7.— | affect commercial radio receiver | manifest in Homer J. Buckley’s new |'8 Published by the Business Book 
advertising that its gelatin increases | Reorganization of the Department me ord hag r br My we will are | revised edition of “The Science of House, Charlottesville, Va., and 
viii and vitality and reduces fa-| of Commerce, which has_ been doubtediy: een sandietieion on Marketing by Mail.” The author sells for $3. 
tigie, and that these claims have | quietly progressing since soon after | fewer models and a minimum of |SPeaks with the authority of one . ; 
ben proved by scientific laboratory Jesse H. Jones became Secretary of | changes for the duration of the de- who has served the advertising pro- Passes Cigaret Tax 
tes's. |Commerce, has now been com-_ fense period. fession for a quarter century, who Both the senate and house in 
Claims which Knox agrees to) pleted. Streamlining of both for- | —_—_—_—_ |is president of Buckley, Dement & | Maine have approved a new two- 
discard include those that Knox eign and domestic services was Rettig Named V. P. Co., Chicago, who was organizer | cents-a-package cigaret tax, the 
gelitin lessens the seriousness of undertaken in an effort to simplify Frank O. Rettig, sales and adver- and first president of the Direct | proceeds to be used for old age 
athletic injuries; increases muscu- | and coordinate all efforts by the tising manager of Ostermoor & Co., | Mail Advertising Association and | @Ssistance, 
lar work capacity 50 to 100 per | Department in behalf of both busi- Bridgeport, Conn., has been elected | who was for 15 years president of 
cent; increases energy output 37 to| ness and other government agencies | vice-president of the mattress andthe National Council on Business 
240 per cent; enables a person to| with which Commerce is cooper- | box spring manufacturing company. Mail. FE Denver's 
sleep better; and is “an amazing ating in the defense effort. — Giving a detailed analysis of all K L DEN veg Original 
discovery.” The Bureau of Foreign and Fischer Moves Office phases of the subject, Mr. Buckley i gina 
Knox, which sells the gelatin but Domestic Commerce, which for- Alfred Fischer. Advertising. New |™kes considerable use of statistics MUTUAL mtrwop All-night 
does not make it, also stipulated |merly included more than a score York "Eas poy omit lacie aed not only as a tool of marketing by : Station 
that it would refrain from repre- | of divisions, has now been consoli- | offices at 205 E. 42nd street. to Suite Mail but also to impress his points 
senting Charles B. Knox as the| dated into only five. Divisions in- | 1505, 270 Broadway. : on the reader. One chapter is de- REPRESENTED GY GLAIR 
manufacturing company. The stip-| cluded in the new set-up are Re- . ; 
ulation provides, however, that| search and _ Statistics, Industrial oe 
advertising may state that Knox | Economy, Regional Economy, Inter- | 


gelatin is manufactured under the 
laboratory supervision of Charles 
B. Knox Gelatin Company. 


Revised Mailing List 
Directory Offered 


A revised edition of a directory | up 


|national Economy and Commercial 
and Economic Information. 
_ More than 200 employes 
been affected by the reshuffling. 
| Practically all have been retained, 
‘but titles and office locations have 
_ been changed. Formerly broken 
into commodity and_ subject 


listing sources through which all) units, the Bureau is now organized 


types of mailing rates may be pur- 


chased has been compiled by the} 


Department of Commerce. 
rectory contains names 
dresses of all 
known to the government, and iden- 
tifies classifications of lists avail- 
able 


The di- 
and ad- 


Copies of the directory are avail- drugs, etc. 


mailing list houses | 


| along functional lines. 

| Commodity Divisions Abolished 
Perhaps the most’ important 

change has been the abolition of 13 

commodity divisions, one of which 

|formerly handled foods, another 


able without charge upon applica-| solidated in the Division of Indus- 


tion to the Commercial Intelligence | trig) Economy. 


Unit, Department of Commerce 


Washington, D. C. 


R. C. McKee to Navy 

R. C. McKee, assistant advertis- 
ng manager of Standard Oil Com- 
pany of Indiana, Chicago, and son 
of Homer McKee, Blackett-Sample- 
Hummert vice-president, has been 
rdered to active duty as a lieuten- 
int in the U. S. Navy. It is ex- 
pected that he will be assigned as 
a public relations officer for the 
Navy in cooperating with Chicago 
publications. 


Deininger Adds Duties 


Herbert O. Deininger, vice-presi- 


ae 
>| ticular 


Specialists in par- 
industries are now known 
jas “industrial consultants,” and 
| they continue to work closely with 
| their particular fields. But whereas 
}an ink expert, for example, used 
to be in the chemical section and a 
paper man in forest products, they 
now work side by side in a con- 
sumption materials unit, on the 
theory that ink and 
more in common than ink and fer- 
tilizer or paper and lumber. 

All foreign trade matters are now 
grouped together in the new Divi- 
sion of International Economy, 
divided into geographical units. 
Formerly there were separate divi- 


| 


have | 


These have been con- | 


paper have | 


MAIN STREET 


Thiet 


VIE a 


: dent of Schnefel Brothers Corpora-| sions on foreign tariffs, regional N + h + h t iI f ht } 
| a gyre Mcgee oct of a information, finance and commer- o matrer what you have To seli——trom asn trays to 
ss manicure ements a kant teense » exnarte P rH ’ 

y preparations, has added the duties > — a ee 4 - all of | adding machines — from matches to motor cars — 
A f general manager. R. C. Allen, ese subjects on Sou merica, | A a 7 
Ss. formerly manager of the nail polish | fF example, — grouped together, | — biggest market is Main Street. 
. division, has been appointed gen-| and business men seeking informa- | , i 
me eral sales manager. Carl W. Gard-|tion do not have to visit a al And you can reach the cream of this market of millions 
as ner, advertising manager, has|dozen different offices. ° ° ° 

ken over the post of assistant|" “Published information —s effectively and economically with THE ROTARIAN. 
; ales manager as well. available by the Bureau has also | : “a . et 

Lowi gi undergone a change. The accent is Of its 170,346 total net paid circulation, * 155,752 1s within 
4 wis & Tokar Named more on domestic trade than for- the United States. Of these, more than 68°, are in towns 
4" The Bodwen Drug Company,|merly, and special attention is being $ i 
- Newark, has appointed Lewis &| given to business problems arising | under 25,000 population—an alert audience of key execu- 
aA Tokar, Newark, to handle its adver- | out of the defense program, A spe- . . — 
a ‘sing of Stedz, nerve sedative, in| cjal defense information service has tives presidents, owners, general managers of thriving 
*wspapers and magazines. been a = eo = And in Latin America businesses—professional men—leaders in their communities 
= /are urged to come there first to fin : ee ° 
of pesrfae amin bap ond papa eBoy 14,217 Executives reed with an average annual income of well over $7000. 


Even some _ government officials, 
| finding it difficult to keep up with | 
" | the many new developments in the 


REVISTA ROTARIA 


Written spec ifically for lbero 


They have what it takes to buy what you sell. 


| governmental set-up, find this new Americemedited by an And they read THE ROTARIAN—unhurriedly, at home— 
service helpful. For visiting busi- : ext y ° oan P ° ° 
a coe heheies samen teil’ Miia dave Ibero-American — REVISTA _—_ not just because it's their own publication, but because of 
4 COLLINS plexities of the government, it is a ROTARIA has become ‘re the scope and quality of its editorial content. With out- 
' sodsend. irec sadina'’ amona + a z : 
- ™ —— s 5 Ne gan Maar lee standing contributors such as John Erskine, Rupert Hughes, 
ranking executives in 20 ale ° 
M | [LER & Coast Group Elects countries from Mexico to the Walter B. Pitkin, Channing Pollock, H. G. Wells, and others 
| The San Francisco Sales Man. Argentine—a market which of like calibre, it's easy to see why Rotarians want to read 
\ agers Association e1recte ° ° - 7 ia ; — a ‘ . 
f HUTCH | NGS | Adams, Don Lee Network, as presi- ie exp rt a oy ser y THE ROTARIAN — and why it's one of the most widely 
dent at its recent annual meeting, attord to overlook. ° ° ° ° 
and named E. J. McClanahan, quoted publications in America today. 
Standard Stations, Inc., first vice- 
ery president; Char les L. Macleod, Let us give you some of the surprising facts and figures about the reading 
; Schmidt Lithograph Company, sec- 


habits and buying power of these ROTARIAN readers. Left us show you 
how you can sell your product fo these executives of Main Street. 


tHe Rotaria 


ond vice- president; E. L. Mathy, 
Victor Equipment Company, third 
vice-president; Archie E. Littler, 
Western Union Telegraph Company, 
treasurer; and W. E. Russell, Pa- 
cific Telephone & Telegraph Com- 
pany, secretary. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Hopper to Malcolm 


Albert S. Hopper, formerly with ©1 70.346 net poid (Dec. 1940 jssue— PAUL TEETOR, BUSINESS AND ADVERTISING MANAGER 
Gilbert-Spruance Company, Phila- | ee A.B.C.statement) and still grow 35 EAST WACKER DRIVE ° ° CHICAGO, ILLINOIS 
——- ee — = ing. May 1941 issue, 183,500 copies. EASTERN REPRESENTATIVE, W. W. CONSTANTINE—«116 EAST 16TH ST., NEW YORK, WN. Y. 
a Associates, .Vansv . +» aS ace 


count executive. 
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Kellenberger Is 
Named President 
of Affiliation 


International Organiza- 
tion Holds 38th Meeting 
in Toronto 


Toronto, May 5.—The_ Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs, one of the largest 
and certainly one of the most 
enthusiastic of the organizations in 
the advertising firmament, con- 
cluded its 38th annual convention 
here Saturday night with the elec- 
tion of K. E. Kellenberger, adver- 
tising manager of Union Switch & 
Signal Company, Swissvale, Pa., as 
president, succeeding Elton Johnson 
of Toronto. 


| Toronto, 


K. G. Anderson, Walsh Advertis- 
ing Company, Windsor, Ont., was 
elected first vice-president, and 
Peter C. Keischgens, Richards Ad- 
vertising Company, Syracuse, was 
named second vice-president. Don- 
ald A. Thomas, Wm. J. Keller, Inc., 
Buffalo, was enthusiastically  re- 
elected secretary-treasurer, as was 
Walter Kiehn, J. J. Gibbons, Ltd., 
the assistant treasurer, 
who fills an office created especially 
to overcome the current difficulties 
in withdrawing funds from Canada. 

Directors named, each represent- 
ing an affiliated advertising club in 
his own city, were: 


Directors Elected 


Cleveland, Grant Stone, Cleve- 
land Press; Erie, Gordon Altman, 
advertising manager, Nu Bone Com- 
pany; Greensburg, Pa., Wilfred S. 
McKeon, Sulphur Products Com- 
pany; Hamilton, Ont., Charles | 
Ralph, Ralph & Son; Jamestown, | 
N. Y., Carl D. Abbey, Cleveland | 
Paper Company; Johnstown, Pa., | 
Tom Nokes, Johnstown Poster Ad- | 
| 


INDUSTRY 


Many thanks for 


giving us 


200% more of 


your advertising 


than you 


in 
next most promi 


give to the 


ent 


Chicago Station. 


When yo 


Represented " 
wew YORK, CHICAGO, 


u wish to reach prog 


ationally 
BOSTON, WA 
SAN FRANCISCO, and HOLLY 


ressive people 


by NBC Spot Offices in 


SHINGTON, CLEVELAND, DENVER 
wooo 


| director-at-large 


Wh-o-0-0! Wh-o-o-0! Ding! Dong! All 
Harris (up in front) governor of the Tenth District AFA, engineer, and Stanley 
Campbell, fireman, steer the committee to Boston May 25 to present San An- 


tonio's bid for the 1942 national convention. 


aboard for San Antonio in 1942. Les 


The others shown in the crew are 


Leroy Swartzkopf, chairman of the San Antonio committee; Willard Egolf, Tulsa, 
second vice-president of the Tenth District; J. B. Woodward and Ben Gersdorf, 


San Antonio. Directors of the district, 


meeting in San Antonio April 26, heard 


that more than 800 registrations for 1942 have already been pledged. 


vertising Company; Waterloo, Ont., 
Arthur A. Morrison, Dominion Life 
Assurance Company; London, Ont., 


| Harold W. Donahue; Toronto, How- 


ard Mark, circulation manager, 
Toronto Globe & Mail; Toronto 
(young men’s club), W. A. Willis, 
Gotham Hosiery, Ltd.; Youngstown, 
O., Paul H. Bolton, Gregory & Bol- 
ton, Inc. 

Alfred G. Moore, advertising 
manager, General Railway Signal 
Company, Rochester, was elected 
for the 
and Carl C. Manore, The 
Observer, Sarnia, Ont., 
the same post for 


States, 
Canadian 
was named to 
Canada. 

If political and economic condi- 
tions permit, the 1942 meeting will 
be held in Pittsburgh; if not, Wind- 
Ont., 
meeting. 


sor, 


To Place Bridge Plaque 


Floyd M. Crawford of Buffalo, 
who for many years served as 
executive secretary of the Interna- 
tional Affiliation, the members of 
which consider it the oldest federa- 
tion of advertising clubs on the 
continent, was presented with a 
bronze plaque at the wind-up ban- 
quet Saturday evening by Don 
Allshouse of Erie, past president of 
the Affiliation, acting on behalf of 
the officers and directors. 


The convention, which attracted 
more than 600 registrations, with 
more than 1,000 crowded into the 


ballroom of the Royal York Hotel 
Friday evening to hear Dorothy 
Thompson, was given an extra filip 
through receipt of word from the 
international boundary commission 
charged with the construction of 
the new Rainbow Bridge at Niagara 
Falls, that the International Affilia- 
tion would be permitted to place a 
plaque on the bridge dedicated to 
the long era of good will that has 


existed between the United States 
and Canada. 
Notable for its enthusiasm and 


good fellowship, and equally for the 
tremendous crowds which attended 
the business the meeting 
heard talks on current world prob- 
lems by Dorothy Thompson, noted 
columnist, and Arthur Meighen, 
conservative leader of the Canadian 
Senate and former prime minister, 


sessions, 


in which the need for. unity 
and for increased war effort was 
stressed Details of the business 


sessions are reported elsewhere in 
this issue. 


| Named Network Chief 


Gene Cagle, manager of Station 
KFJZ, Fort Worth, Tex., has been 
appointed general manager of the 
Texas State Network. Hardy Har- 


vey, manager of Station KABC, 
San Antonio, has been named 
assistant general manager and has 


been succeeded in San Antonio by 
Charles Meade. Station KFJZ will 
become a 5 kw day and night sta- 
tion in June. 


Appoints Representative 


Small, Brewer and Kent, Inc., 
|New York, has been appointed 
national representative for Time, 


yreenwich, Conn. 


United | 


will be the scene of the | 


Fairchild Pushes 


Retail Sales Training 


Zelma Bendure, formerly direc- 
tor of the Good Housekeeping mer- 


— 


Conference on 
Insurance to Hear 


Paul Hollister 


New York, May 8.—Paul Ho! 
ter, vice-president of J. Stirling 
Getchell, will be one of the ; 
cipal speakers at the spring meect- 
ing of the Insurance Advertis no 
Conference to be held at the Hote} 
Roosevelt here May 15. 

Speaking on “Creating Advertis- 
ing that Increases Sales,” Mr. H.|- 
lister will appear with B. C. Goss. 
business editor of Newsweek, 10 
will speak on “Insurance and Pu) \ic 
Relations,” and H. L. Packhim, 
Hammermill Paper Company, on 
“How to Use Paper More Effcc- 
tively in Advertising.” A feature 
of the program will be a round 
table discussion led by Clark J, 
Fitzpatrick, secretary and adver is- 
ing manager, U. S. Fidelity & Guir- 
anty Company. 


Takes Larger Office 
The Gardner-Richardson Com- 
pany, Middletown, O., pack ige 


maker, has moved its sales Offices 
to larger quarters at 500 5th avenue, 


| New York, and has announced that 


|chandise education department, has | 


been appointed head of a newly 
organized retail selling division of 
Fairchild Publications. During the 
remainder of this year 35 merchan- 
dising manuals will be published 
in Women’s Wear Daily, Daily News 
Record, Retailing and Men’s Wear. 

Each manual will be available to 
retail stores in reprint form fol- 
lowing appearance in the four pub- 
lications. Subjects to be included 
|cover the textile, men’s and wo- 
|men’s apparel, accessories and home 
| furnishing fields. 


Takes Panellit Post 

Alan Fink has taken over direct 
representation for Panellit Displays 
of Chicago, maker of neon and 
| fluorescent signs and displays for 
national advertisers, in the New 
York territory, with offices at 95 
Madison avenue. 


| ! Leads Retail Sales 


\p tion by 


C. H. Avery, Eastern sales director 
of the carton division, will be trans- 
ferred to Middletown June 1 to 
become Eastern sales manager. 


To Frank Best 


Jackson Buff Corporation, Long 
Island City, has appointed Frank 
Best & Co., New York. Industrial 
papers will be used. 


- PSs ererrwrwrwrwewrvrvrwve 


New Haven Area 


The 1941 Survey of Buying Power 
‘ just issued as copyrighted informa- 
“Sales Management’ magia- 
reveals important trade infor. 
mation regarding Connecticut 
The New Haven county area 
had the largest volume in retail sales 
in all Connecticut in 1940 topping all 


zine 


mar- 
» kets. 


markets. Further details of this in 
) teresting survey may be had = by 
» writing The New Haven Register, 
New Haven, Connecticut. 
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| Building a Better Understanding 
of a Growing Medium 


When a salesman finds that his customers and 
prospects really understand the distinctive features of his 
product, getting the orders isn’t likely to be difficult. So 
it’s particularly interesting to learn that the United States 

- News, whose pages in black and gold have been such 

es a notable feature of Advertising Age in recent months, 

at has found that one result has been a distinctly better 
understanding among advertising executives of the me- 
dium, its growth and its objectives. 


ne 
= 
re 


ng As Dan Ashley, vice-president and advertising direc- 
tor, puts it, “In this life, which seems to be made up so 
often of miscellaneous disappointments, it gives one quite 
a thrill to get hold of something that far exceeds its promise. 


" ‘Our salesmen and representatives report a markedly 
better understanding of the United States News since 
we ran two gold pages in your publication. They 
reportthat in a number of instances important buyers of 
space have specifically mentioned seeing our pages in 
Advertising Age.” 


This expression pleases us—and for more reasons than one. First is 
the fact that Advertising Age outperforms its promise. We try to be 
conservative in our statements about the advertising field’s most powerful 
promotional medium, and we are naturally delighted when an advertiser finds 
that we do deliver more than we have promised. 


| And since creating a better understanding of the good things available . 


in this harassed and storm-tossed world is one of the functions of Advertising 
Age, it’s fine to realize that those who have worth while media and services 
to offer can make them better known and understood among important buyers 
by the simple and effective method of broadcasting the good news through 
Advertising Age. 


Mr. Ashley concludes his pleasant note by saying that the United States 
News is increasing its representation in Advertising Age. That's an action that 
speaks even more eloquently of the results which this rapidly growing publi- 
cation is receiving from its investment in our space! 


—_ A 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio St., Chicago 330 W. 42nd St., New York 


| SAN FRANCISCO LOS ANGELES ATLANTA 
Russ Bldg. Garfield Bldg. Walton Bidg. 
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| . . 
| Products Company, Chicago, carried 
this product and its promotion care- 
fully through each major stage in 
| its 17-year history, and proved con- 


7 * 
Viewpoints on 
. . | “ee. at advertising, , nai 
PUBIC Relations §— turret severing, cosniing 


|has resulted in continual decreases 


business took a firm stand and de- 
|fended its right to live as a free 
enterprise,’ Mr. Ramsdell told the 
iconvention. “There is too much un- 
justified criticism of American busi- 


vertising Clubs here last weekend. 

Business has done and is doing a 
fair and decent job, and instead of 
cringing before threats from gov- 


: |in the product’s cost, despite the 
ire a oron 0 | fact that iis intrinsic value has 
| been constantly improved. Details 
Affiliation Hears An- are elsewhere in this issue. 
alyses of Advertising Urges Militant Stand 
aad ' 

B . P bl | B. K. Sandwell, managing editor | 
usiness Frobiems ‘of Saturday Night, Toronto, dis- 
T to. Ont. M 6.—The pul /cussed the social place of advertis- | 

oronto it. ay 6. ie pub-|. . . ale , 

Be ee ee ae bad ing in the present world, and 
lic relations job facing pusiness and pointed out that advertising, well 
er ae a pattie pecan want done by public spirited companies, 

saat . Mies aycan. we ° ican play a big part in easing the 
pond og orignal comaag) po = a ‘multitude of adjustments which are 
GRGS UY SPOARSrs Were’ Wie oes! | sure to be made. 

annual convention of the Interna- w “It is high time that American 
tional Affiliation of Sales and Ad- | 


ernment and _= from “reformers” ness methods, of net profits, of | 
should adopt a more militant atti- ‘corporations.’ Any business doing 
tude, and a course which will in- | ., large volume is tagged a ‘mo- 
sure the public of the real facts, nopoly’; even though it performs a 
Arthur W. Ramsdell, vice-president ' 


useful service at a low cost. 


New York, “Let’s look at a corporation and 


of The Borden Company, 
told the meeting. 


: ; see if there isn’t something to be 

A case history the mca proud of in it, and something to 

tion and sale of K aed » Presentea | defend. Let’s look at The Borden 

by Larry Meyer, ac vertising man- Company, and while I give you the 
ager of International Cellucotton 


facts and figures on this business, 
you apply them to your own busi- 
and see if they don’t tally gen- 
erally. 

“Our business is owned by a great 


ness, 


number of people; The Borden 
Company had 47,396 stockholders 
in 1940, and no one of them owns 


cent of the stock. 
has $1,800 
business, 


as much as 1 per 
The average stockholder 
or $1,900 invested in the 
and the average 
shares. There is no dominant group 
of bankers or of wealthy men in the 
stockholders list. 


| oot 


ECONOMICAL | 
METHOD FOR 
PRINTING 
IN COLOR x 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


Gives Actual Figures 


| “Our management is all actively 
l'engaged in the business and no 40- 
‘hour week applies to them. Most 
lof them have grown up in the busi- 
ness, have advanced because of 


merit, and run the business now be- 


ANNOUNCEMENT 


WSYR 


WILL SOON INCREASE ITS POWER 
FROM 1000 WATTS TO 


5000 Watts 


DAY AND NIGHT 


Authorized by the Federal Communications Commission 


Construction Work Will Start Shortly 


aces 
Mr. 
( 


@ The present superior 


coverage of WSYR will be 


y 


ae 
= 


greatly enlarged with this 


new power on 570 K. C. 


WSYR 


570 K. C. 
5000 Watts 


“First On Your Dial” 
N.B.C. 


1923 
250 Watts 


1936 


1000 Watts 


1941 
5000 Watts 


GRAPHIC CHART OF 


WSYR 


POWER INCREASES 


stockholding is 93 | 


~ SURPRISE ELEMENT 


FAMOUS C. Vv. SINGLE BOTTLE TEST... 
a7 . 

Uprill be surprised | 
WHEN you try something for the brat time and 
are satistied thats fine, but when youre sur 
prised as well as satislied well, that's the kind 
of thrill that makes us all say, “Ill try anything 
once | Se here's « friendly challenge to the man 
who has not tried Champagne Velvet Try rst 
one single bottle of the beer with the million 
dollar flavor 


Youll find Champagne Velvet delightfully 
different. Heres Why Champagne Velvet is « 
modern beer Unlike so-called “old-time” beers 
it is made the American Way to meet the Amer- 
your taste Make the famous C V¥ 
Youll Be Surprised! 


scan taste 
Single Bottle Test 


Teeet wautt OetwiRe CO WHC + «THREE Mate ime 


Headlines 
remembers his first plane ride, 
long pants, etc., 


if he 
his first 
remind him of a similar 
surprise in store when he makes the 
“single bottle’ test of Champagne Vel- 


asking the consumer 


vet, product of Terre Haute Brewing 
Company. Copy, by Pollyea Advertis- 
| ing, Terre Haute, is stripped of all 


adjectival icing as far as beer's con- 
cerned and emphasis goes to the sur- 
prise element. 


cause the owners believe they 
| the most capable men available. 
| “We had 27,080 employes during 


are 


| 1940, earning an average annual 
wage of slightly over $1,850, and 
incidentally one member of our 
|board of officers used to deliver 
milk, and another started with us 
as an office boy. We paid farmers 
$98,849,943 for our ‘raw material’ 
in 1940, and had total sales of $216,- 
795,850. 

} “Our net income for 1940 was 
$7,582,617, and this sounds like an 
awful lot of money. But let’s ex- 
j}amine the facts. What would hap- 


|pen if, instead of distributing that 
money to our stockholders, we gave 
it to the employes? They'd each 
get $280 a year—91 cents a day 
extra. So in effect each Borden 
employe is contributing 91 cents a 
day to the stockholders 


Small “Rental” Fee 


must provide the 
plant, the machinery, the equipment 
and the supplies that enable 
employes to have jobs and to earn 
a living; in our company that in- 
vestment in plant amounts to $4,- 
664 per employe for 1940, and 
the 91 cents a day that each em- 
ploye contributes to stockholders 
amounts to 6 per cent interest on 
jthe capital that the stockholder 
provides. 

“Now, any employe who thinks 
| this is unreasonable can put up $4,- 
| 664 of his own money and not pay 


“But somebody 


so 


it He can go into business for 
|himself, or he can pool his $4,664 
with that of thousands of other 


| people and get his 91 cents a day 
| back in interest. 

“Each employe also pays a cer- 
tain amount in taxes. In our case 
our 1940 tax bill was $6,477,171. 
and that’s $239 per employe, or 78 
cents for each working day. And 
here’s how our dollar of income was 
divided: 4115 cents goes to farmers. 
for the ‘raw materials’ we need in 
our business; 23.1 cents goes for 
wages and salaries: 22.1 cents for 
materials and supplies; 2.8 per cent 
for depreciation; 3 cents for taxes, 
and 3's cents for stockholders. 

“That’s a broad picture of our 
business, and the average corpora- 
tion is exactly like that.” 

Suggests Action 

“Why are distasteful 
about American business?” he| 
asked. “Why there much | 
ll for the application of force 


things said 


is so 


our | 


from outside, from government? 
Simply because the facts of busi- 
ness are not understood. Business 
has been too busy to make sure that 
the public has a clear picture of 
what it , how it operates, and 
'the results it accomplishes. 


is 


, “By and large, American corpora- | 


|tions are nothing but cooperative 
| groups pooling time, money, energy 
and brains. 
and are doing 
should glory in, 
It 
this 
lic.” 

Perhaps the most interesting an- 


things that 
not be ashamed of. 


story, effectively, to the pub- 


alysis of advertising’s place and | 
function was presented by Mr. 
Sandwell, who candidly admitted | 


that at one time he belonged to the | 
ranks of those who thought it might 
be wise to eliminate all advertising. 

An important portion of the 
emergency 
finds itself is the necessity of mak- 
ing changes in “our way of life,” he 
said, and advertising can play a 
|major role in making these changes 
easier. 


Public Interest Paramount 


“Advertising must perform this 
|role with its gaze fixed exclusively 


on the general interests of the na- | 


tion,” he warned. “These are days | 
when the nation has the right to 
demand some measure of usefulness 


from everyone and everything 
which it protects, and advertising is 
not the least of these.” 

In his opinion, advertising will 
not be eliminated or even curtailed 
in the process of changing the way 
of life. “You may possibly find ad- 
vertising tolerated, supported or 
even mildly approved because it 
supports the editorial department 
and permits a free press,” he said, 
“but there are other ways in which 
it can serve.” 

One way in which advertising 
can serve stems from the fact that 
the public and government are now 
taking an active interest in many 
phases of business, and therefore 
the public needs much information 
about business—information which 
advertising can supply. “And while 
the present emergency upon us 
there is a need for a certain amount 


Is 


They have done things | 
they | 


is high time that business took | 


in which the world now | 


— 
| 


of advertising directed toward 
suading people to tolerate the 


jenterprise system. There is, 
know, a rather widespread bx 
that business is no better th; 


should be. And Canadian busi; 
at any rate, has done little to 
| bat this attitude. 


A Job for Advertising 


“Nobody has any idea what 
of economy we will have whe: 
war ends,” Mr. Sandwell said, 
one thing certain: no bus 
will be able to tell the governn 
lor the public, to go to hell. 

“It will be good business fo: 
| businesses to let the public 
they are good. And the best 
I know to accomplish this ta 
through good advertising. Bu 
| you’re not a well-behaved cor; 
|tion, I don’t believe there is ny, 
use in trying to convince the pu’ lic 
through advertising, that you i 


is 


Somebody is sure to argue th 
| you, and to argue very loudly 
| “And don’t expect your news. 


|papers and periodicals to rush 
|print with eulogies of busines It 
won't do you or them any 

| Actually, I suppose the best | 
to use institutional adv.ertis ng 
| would be in those periodicals 


Ose 
readers are at first glance inc! ned 
to take the opposite view—who are 


prejudiced against you, 
\for you. And remember too thi 
|will be unwise for advertisin ) 
lobject to advertising the other point 
of view.” 


rather ‘han 


MORE SENSE TO YOUR 
ADVERTISING DOLLAR! . 
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BLACK & WHITE 
COPIES 
Sort! 


2.63 


SINCE 1912 A GOOD HOUSE TO KNOW 


LAUREL PROCESS COMPANY 


480 CANAL STREET, NEW YORK 
Walker 5- 3030" 


ISOLATED 


LOS ANGELES 


- -and- CONCENTRATED 


82° of San Diego 
County population 
ina |5 mile 


ust one best way fo sell 


SAN DIEGO 


Fastest growing BIG marked in So. California 


March IQ4I estimates indicate that SAN DIEGO 
has advanced another 21% since April 1940 census! 


86°, of the families in this isolated, concen- 
trated area can be reached with only one 


“buy"—The Union and Tribune-Sun. 


Adjectives aren't big enough to describe what's happen- 
ing in San Diego! Make your plans to get your shere 


NOW! 


Call our representatives for latest market information, or write 


Address: 


direct for brochure, 


Represented nationally by WEST-HOLLIDAY CO., Inc. 


New York *Chicago*Detroit- Cleveland: St. Louis «Seattle Portland: San Francisco* los 
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Union Building, San Diego, Calif 
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Ho ow w Urban and Rural Listening Tastes Differ 


Listening Habits 
of Rural, Urban 


Audiences Shown 


New CAB Survey Points 
to Significant Radio 
Choices 


New York, 


May 7.—Significant 
differences in the listening habits 
of rural and urban radio audiences 
were disclosed today in a new 
study issued by the Cooperative 
Analysis of Broadcasting, based 
on improved research techniques 


adopted several months ago. In 
compiling its data, the CAB sought 
to shed light on a “blind spot” in 
radio research, caused by the fact 
that regular network program 
ratings cover only metropolitan set 
owners, while 43 per cent of the 
U. S. population resides in rural 
areas. 

Highlights of the report include 


the following findings: 

1. Greater daytime use of sets in 
rural than in metropolitan areas, 
with the reverse true in the evening 
hours 

2. More intensive _ listenership 
among favorite programs by city 
owners during evening hours, than 
for daytime programs preferred by 
rural listeners. 

3. Widely varying ratings among 
rural and urban audiences for some 
of radio’s top-ranking programs. 


Program Comparison 


shows that the aver- 
program rating 6.2 
listeners, compared 


The survey 
age daytime 
among rural 


Is 


with 5.5 for city listeners. For 
evening programs, however, the 
average rural rating is 10.6, com- 
pared with 12.8 for city set listen- 


ers. Thus, daytime rural programs 
have an edge of almost 13 per cent 
ver city ratings, while at night 
whan ratings outrank the rural 
verage by more than 20 per cent. 
The latter point is emphasized by 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Pes cour ‘ts and prices on accurate quaranteed 
“ing lists of all classes of business enter- 
"in the U. S. Wholesalers—Retailers— 
“ufacturers by classification and state. Also 
“dreds of selections of individuals such as 
“sionc!| men, auto owners, income lists, etc. 


Write today for your copy 


R L. POLK&CO. 


Polk Bidg.— Detroit, Mich. 
Branches in Principal Cities 
$s Largest City Directory Publishers 
Se of Direct Mail nue Seats 


| programs rate 10 or over in cities, 
| compared with 57 per cent of pro- 
grams heard by rural listeners with 
ratings of less than 10. 

Examination of the 20 highest- 
ranking programs in both rural 
areas and cities reveals that 15 pro- 
grams are common to both audi- 
|ences, while five shows which are 
popular among rural listeners find 
little favor with city listeners, and 
vice versa. The 15 programs enjoy- 
ing the acceptance of both audi- 
ences are: 

Aldrich Family, 
Jell-O program 
Chase & Sanborn, 
Molly, Truth & 
Major Bowes’ Amateur 
well House Coffee Time, 
Theater, Kraft Music Hall, Bob 
Hope, One Man’s Family, Kate 
Smith Hour, Fitch Bandwagon and 
Time to Smile—Eddie Cantor. 


Thomas, 
Jack Benny, 
Fibber McGee & 

Consequences, 
Hour, Max- 
Lux Radio 


Lowell 


Preferences Listed 


The additional five programs 
included among the first 20 for 
rural audiences are: National Barn 
Dance, Gene Autry and His Melody 
Ranch, Battle of the Sexes, Pot o’ 
Gold—Horace Heidt, and Plantation 
Party. 

City listeners, on the other hand, 
included this group among the first 
20: Kay Kyser, Big Town, Texaco 
Star Theater—Fred Allen, Rudy 
Vallee, and Screen Guild Theater. 

The two programs which demon- 
strate the difference between rural 
and urban radio preferences, per- 
haps more vividly than any other, 


are Lowell Thomas and the Na- 
tional Barn Dance. With a rating 
of 33.4, Thomas is second only to 
the Aldrich Family among rural 
listeners. He ranks 15th, however, 
with city audiences. The National 
Barn Dance ranks eighth among 


programs preferred by rural listen- 
ers, with a rating of 21.9, compared 
with the 14.6 rating among city 
listeners which places it in 35th 
place. 
Show Daytime Favorites 

Variations in program prefer- 
ences are likewise demonstrated 
during daytime hours. The Tom 
Mix-Ralston Straight Shooters show 


is in second place as far as rural 
listeners are concerned, with a 
rating of 10.7, compared with an 
urban rating of 4.4, which places 


the program 50th. 

On the other hand, Our Gal Sun- 
day in third place among city 
listeners with a rating of 9.4, 
against a rural rating of 7.0, which 
lands the program in 33rd place. 
Life Can Be Beautiful, The Woman 
in White, Right to Happiness, and 
Kate Smith Speaks are among the 
other programs that rank high in 
cities but low in rural areas. In 
contrast, Jack Armstrong, Stella 
Dallas, Guiding Light and Young 
Widder Brown find much more 
favor with rural listeners’ than 
urban set-owners. 

The 20 top-ranking evening and 
daytime programs for both rural 
and urban listeners are shown in 
the accompanying table. 

The CAB report was on 
75.000 completed interviews, of 
which 33,000 were allocated to rural 
and small-town set owners. Al- 
though the CAB has conducted 
three other rural-urban surveys 
since 1937, the latest study re- 


1S 


based 


1S 


| date because of the 
|research technique adopted last fall. 


EVENING PROGRAMS DAYTIME PROGRAMS 
Rural Urban Rural Urban 
drich Family 1. Jell-O—Jack Benny 1. Ma Perkins 1. Ma Perkins 
owell Thomas 2. Chase & Sanborn Pro- 2. Pepper Young's Family 2. Life Can Be Beautiful 
1l-O—Jack Benny gram 2. Tom Mix—Ralston (CRS) 
j hase & Sanborn 3. Aldrich Family Straight Shooters }. Our Gal Sunday 
bber MeGee & Molly 4. Lux Radio Theater 4. Jack Armstrong 41. Woman in White 
h ruth or Consequences >». Fibber McGee & Molly 5. Stella Dallas Right to Happiness 
7 ijor Bowes Amateur 6. Bobe Hope Program 6. Guiding Light 6. Kate Smith Speaks 
four 7. Major Bowes Amateur 7. Young Widder Brown 7. Romance of Helen Trent 
s National Barn Dance Hour 8. Vie and Sade 7. Mary Marlin 
4 laxwell House Coffee Ss. Maxwell House Coffee S. Light of the World * Pepper Young's Family 
ime Time 10. Mary Marlin 10. Road of Life (NBC-Red) 
10 ix Radio Theater % Kate Smith Hour 11 tackstagwe Wife ll. Stella Dallas 
11 raft Music Hall 10. Truth or Consequences 12. Road of Life (NBC-Red) 11. Vie and Sade (NBC-Red) 
2 b Hope Program ll. Fitch Bandwagon 13. Woman in White 13. Light of the World 
13 ne Man’s Family 12. Kraft Musie Hall 14. Right to Happiness 14. The Guiding Light 
14 ite Smith Hour 12. Kay Kyser 14. Bachelor's Children 15. Young Widder Brown 
1 itch Bandwagon 14. Big Town 14. Lorenzo Jones 16. Col, Stoopnagle’s Quixie 
it me to Smile—Eddie 15. Lowell Thomas 17. Life Can Be Beautiful Doodles 
intor 16. One Man's Family (CBS) 17. Backstage Wife 
? ene Autry and His 17. Texaco Star Theater 17. David Harum IS. The Man L Married 
elody Ranch Fred Allen i’. Avainst the Storm IS. Jack Armstrong 
18 ittle of the Sexes 17. Rudy Vallee 1%. Valiant Lady with Joan (US. Awainst the Stor) 
( Gold—Horace 1%. Time to Smile—Eddie Blaine 
leidt Cantor I%. Kitty Keene 
20) antation Party 20. Screen Guild Theater 1% Hymns of All Churches 
Note: The identical rankings for some of the programs indicate a tie in rating 
| 
| the fact that 62 per cent of evening | garded as the most satisfactory to 


new, improved 
The “conscious impression” deliv- 
ered by network commercial pro- 
grams has been measured by means 
of eight sets of interviews per day, 


spaced at two-hour intervals to 
cover evenly and completely the 
|listener’s daily radio conduct. In 
all, 375 agricultural communities 


and 22 big cities 
CAB researchers 
March 15, 1941. 
The CAB governing committee is 
headed by D. P. Smelser, Procter 
& Gamble Company. His co-mem- 
bers are Robert B. Brown, Bristol- 
Myers Company; George Gallup, 
Young & Rubicam; L. D. H. Weld, 
McCann-Erickson; F. B. Ryan, Jr., 
Ruthrauff & Ryan; and A. 
Wilbor, General Mills. A. W. 
man is manager of the CAB. 


from Feb. 15 to} 


Leh- 


‘List Discussion Sublects 


| for Publishers’ Parley 


sales and use 
circulation 
will come in 


mid-summer 


Censorship, 
advertising, and 
postal matters 
attention at the 
ference of the National 
Association June 17. 

The one-day meeting will be held 
at the Apawamis Club, Rye, N. Y. 
Golfing, a buffet luncheon, dinner 
and business meeting are on the 
schedule. 


taxes, 
and 
for 
con- 
Publishers 


Trans-Canada Appoints 


Trans-Canada Air Lines, Mont- 


real, has appointed McCann-Erick- 
son, New York, as. advertising 
agency in the United States. A 
new service between New York 
and Toronto has been inaugurated, 
which connects with Trans-Can- 
ada’s coast-to-coast route from 
Halifax to Vancouver. 


| Davis-Howland 


Wells |" 
| fittings in trade papers; 


were covered by Gets Four Accounts 


|of Rochester, 
| to advertise 


Scrivener & Co., 
has added these 


Rochester, 
four 


i 
accounts: 
Oil Corporation, 
newspapers to promote its 
lubricant; the Hunt Club, Inc., 
using business papers 
its toilet requisites and 
cosmetic products; Gray Metal 
Products Company, promoting its 
Snap-Rite air conditioning pipe and 
and Roches- 
ter Tackle and Bait Company, using 
outdoor and trade publications for 
its artificial lures and other equip- 
ment. 


using 
DSL 


-“N. Y. Times” Names Hall 


Harold Hall, assistant to the pub- 
lisher, New York Times, has been 
appointed business manager, a title 
vacant since the death of Louis 
Wiley in 1935. 

Mr. Hall, who has been with the 
Times since 1930, was previously 
business manager of the New York 
Telegram and before that president 


of Scripps-Howard Supply Com- 
pany, New York. 
Advertising Copywriter: 

Would vou like to have the oppertunity te become a 
kev ma in «a sma but well established advertising 
asceres sated in a medium sized mid-western eity? 
To qualify, you must possess a natural ability and 
capacity for creative writing, know production, have 
i merchandising or sales background and be thor- 
oughly dependable Write Box S358, ADVERTIS- 
ING AGE, Chicago 


@ booming through the blackness with bullet speed, knifing 


the night at 90 miles an hour, the Midnight Mail 


ul 
the goods 


alt dawn. 


“delivers 


Just so— smoothly, speedily, under sure 


control—do Superior’s night-shop operators bring your order 


through. 


On the night run, expert engravers and compositors 


are saving precious hours on your job. Daytime, too, we run 


with railroad regularity. Depend upon our “Quality with Quick. 


ness’. For 


SUPERIOR service, 


call SUPerior 7070 


nov. 
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ADVERTISING AGE May 12, 


P; . | . 7. ‘| mont is greater ina 
Predicts New High [700 jf", aos 
for Summer Radio exception of the winter months, and 
Listeners in U S. 


purchasing power in 1940 for this 
period increased over 1939. 

More evidence of summer pur- 

New York, May 7.—Radio listen- |Chasing power is provided in facts 

ership this summer will rise to new |CUlled from a National Bureau of 

heights, according to a report issued | Economic Kesearch report which 
this week by the Blue network of 
the National Broadcasting Com- 
pany, which predicted that 50,100,- 


asserts that factory payrolls have 
000 sets, including those in homes 


varied less than four per cent from 
average throughout the year, that 
and automobiles and extra sets, will 
be in regular use. 


interest payments reach two peaks 
during the year, with the July peak 
|only three per cent lower than the 


and reception, improved quality of | 2d winter, 


the report concludes, 
| pointing out that ordinary necessi- 


{7 Canners to Use 
U. S. Grade Service; 
200 More Apply 


(Continued from Page 1) 
| | 
|ferred inspection and _ grading 
powers on the Department of Agri- 
culture unit. By the end of 1940, | 


The rates for this department are as follows: 


six canners were using the service, “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” inq 
The large number of sets in oper- |January peak, and that United |.nq before the end of the 1941 sea-| Fae gh ym ny Available,” 3@ cents a line, minimum charge $1. Te: ms 
ation will have a more faithful | States Postal Savings reach their son 17 companies in 11 states will | — ‘All other classifications (single insertion rates): % in., $2.75; 1 to § in, 
audience, the report points out, |#nnual peak in July. — . have the U. S. shield on the food| $476 per inch. 
because of improved transmission | Life is about the same, summer | containers packed in their plants. 


it 


KEPRESENTATIVE AVAILABLE 


At least 200 additional canners have | . HELP WANTED _ 


“The sorry part of it all is that 
both canners and buyers have been 
so busy with their own struggles 
that they haven’t watched the side- 
lines,” he went on. “Two groups of 
onlookers haven’t liked the play— 
ithe consumers and the government. 
Both have heckled. But the canners 
and the buyers haven't listened.” 

It was this “handwriting on the 
ll,” he asserted, which led the 


phone numbers. Members of the 
EAA have been invited to bring 
their cameras to give their lenses 
a refreshing change from the cus- 
tomary diet of family shots. 

Charles Kuoni, associated with 
| Fidelis Harer, will talk on “The Use 
of Photography in Industrial Ad- 
| vertising.” 


Signs Village Ad Bill | 


|wa 


COMPELLING 
AUTHENTIC | Gov. Herbert Lehman of New )|Wegner company to apply for AMS 
ILLUSTRATIVE York has signed Sen. George supervision. 

| Thompson’s bill permitting villages 
| of the first class in Nassau county, | 


All Express Enthusiasm 


RAPID COPY SERVICE CO | Long Island, to raise a maximum Of | 
; , $5,000 a year for advertising and| Other participating canners were 
¢ 123 N. Wacker Drive ... CHICAGO | publicity, with villages of the sec- |just as outspoken to Food Indus- 
. 415 Lexington Ave... NEW YORK |ond and third class to raise no more |tries. All were enthusiastic about 
© Ninth-Chester Bldg... CLEVELAND || than $2,500 a year for the same|the supervisory service. Among 
purposes. | the benefits enumerated were price 


SALES DOUBLED 


WHEN ADVERTISING WAS RE-ALLOCATED 


j}consumer acceptance of U. S. 
graded labels. An increase in the 
total consumption of canned foods 
|was also predicted as one of the 
long-range results of higher quality. 

Admitting that the AMS program 


is A manufacturer of a well-known drug Then a complete re-allocation of all and the results achieved are dis- 
store product had followed the same consumer advertising was made. Each tasteful to many members of the 
: advertising policies for years. Public wholesale drug trading territory was canning industry Paul Stanton 


demand for the product was appar- 


analyzed. Population was adjusted for 
ently uniform. Sales were good. Dis- 


’ 00 Pay vice-president ¢ seneral manager, 
buying power. A “yardstick was de- a ind g al manage 


tribution was well established. The termined for re-allocating advertising Flot ida Fruit Canners, Frostproof, 
a product was heavily advertised. expenditures. This “yardstick"’ pro- Fla., asserted: 
é Yet the ratio of sales to advertising vided that a specified number of cents, “If this be treason, gentlemen, 
expenditure was much too low. per month, per 1,000 adjusted popula- | make the most of it. We are con- 


s Each year's advertising budget placed tion, should be spent for consumer vinced that U. S. grades and con- 
ii the major advertising expenditures in advertising. tinuous federal inspection are here 
the same territories that produced the Results were immediate. Within 2 |to stay—that they will prove to be| 


years sales had doubled. 
The same advertising “yardstick has 


biggest sales the previous year. In 


important factors in curing many 
other words this firm's original adver- 


‘of the ills which beset the food can- 


tising experience was being repeated been applied to several ning industry and, furthermore, 
year after year, although relative sales other products with great that the tidal wave of public ap- 
volumes by territories had changed. success. 


proval in their favor has begun to 
|roll with an irresistible force, which 
will eventually sweep all food can- 
ners, either willing or unwilling as 
the case may be, under their 
standardizing and their controlling 
influence.” 


g 


Cite Meat, Shrimp Experiences 


Measure sales potentials. 


In further support of their par- 
| ticipation in the AMS program, the 
canners recalled the experiences of 
the meat and shrimp industries. 
Despite the fact that originally 
|meat packers fought federal com- 
|pulsory inspection, “now they 
| wouldn’t part with it.” The shrimp 
|canning field, which for years expe- 


Re-allocate advertising in 
accordance with those new 
potentials. 


rienced large-scale seizures of its 
products by the Food and Drug 
Practical Research Builds Sales Administration, in 1934 asked for 


and obtained an amendment to the 
law which permitted federal plant 
inspection and label certification. 
About 90 per cent of the industry 
has placed itself under government 
inspection, production has doubled 
and profits materialized for the 
first time in years. 

The rigid sanitary conditions de- 
manded by the AMS were cited by 
some non-participating canners as 
a deterrent to adoption of the serv- 
ice. Although they do not consider 


Facts collected from your market are the only safe basis for advertising and sell- 
ing policies. Those facts should be gathered, analyzed and interpreted by a 
practical market analyst. 


We offer the benefit of 13 years of marketing research experience on many of 
the most famous food, drug, grocery and household equipment items in America. 


Merchandising promotions and advertising campaigns. Con- 
sumer and dealer surveys. Radio Surveys. Sales Promotion Plans. 


C.C. CHAPELLE 


Marketing Research and Merchandising 


540 North Michigan Ave., Chicago e Whitehall 7710 


“induced 
tarily grade and mark their prod-| 


circulation research experience. 
fox 3364, ADVERTISING AGE, 
ADVERTISING MAN — Experience as 
adv. salesman, mag. circulation mer. 
& copywriter, Now employed as house 
organ editor & sales promotion direc- 


tor for manufacturer. Young—mar- 

ried. 

Box 3361, ADVERTISING AGE, Chgo. 
HELP WANTED ue 
A COPYWRITER EXPE- 


RIENCED IN WRITING TOILET 
LINE COPY WORK CAN BE DONE 
AT HOME. KINDLY GIVE ALL DE- 
TAILS AS TO EXPERIENCE, COPY 
WRITTEN, AND REMUNERATION 
IN FIRST LETTER. 

Box 3368, ADVERTISING AGE, Chgo. | 


Advertising man, capable of assuming 
charge of department after brief 
“break-in” period, with technical ex- 
perience, able to write catalog and 
bulletins in electrical specialties. 
Give detailed experience. ' 
Box 3363, ADVERTISING AGE, Chgo. 


x. ¥.| 


yrograms a nprecedented inter- le ie . Ss “Visi | Can efficiently handle and produce for ASS°T ADV. MGR.— under 35s, st 
I : & = ind uns cedented ties of living continue in demand ipplied for AMS supervision, Food | one additional publication. Widely ac- | have ethical drug exp.—$4500 
est in news. nf ‘le « : Industries reported, but it is doubt-| quainted in Mid-West. | COPYWRITER—advy. agcey. dive: d 
Presenting an effective argument during the summer, whi e “gasoline, ful whether this expansion can be| Box 3360 ADVERTISING AGE, Chgo. one = ih —é@irect mail . 
for continued radio advertising | cigarets, electric refrigerators, new ‘achieved in the near future due to| ss POSITIONS WANTED ___ jeandy advertiser—$3000. 
during the summer months, the | C@r purchases, soft drinks and many 'the demands of the defense pro-|Exp. copywriter, Now employed in ASS°T eee ete —" - 
report cites a Crossley survey which other products and services reach gram | Sop Bias agency. “ae c. ith exp.—within 1icago a 
adi _ . S We eae ae — a" | ° 100d ideas; sounc ann and mer- . i 
showed that while 83.7 per cent of | their peak sales in the summer. chandising; convincing copy. Married. | | —, a 
all urban radio families listen at ee | Competition Is Blamed arate ee err ee BRTISING AGE, Chgo ct Paehlioan tn sae oe + & .. 
, Mione ing eac ay | } m= ’ —— — oe , —— Sinclair-Masterson Personne! 
-se hora eg ogg _— . nA EAA to Learn What | Competitive evils and consumer ante pager A pga me me he leadin® | Room 1528, 120 8. La Salle St, Chic igo 
Oo > year J per cent | . F general magazine, ade plicatio : 
— ; ices ily Can Be Done with Models pressure were singled out as the | experien e: excellent producing rec- | Industrial Ady, Copywriter, Must ve 
do s¢ the s > months I ; acker 1 sferat 
so in the summer m s. chief motivating factors that led to| ord; resourceful; close contacts with | technical background, preferabi. in 
How models can be used to best | . n : ,.| Eastern advertisers and agencies: A-1 indus. shop or sales, to prepare ry 
Cite Purchasing Power advantage in industrial advertis- the break in the canning industry’s | -ererences; New York territories. for widely oe jndus. cata Zs 
. . . ; . i ~ we . ; , 22967 rE ‘Tc ie oy y 4 av. iayou exp. neip ° sive de ls 
: ing will be demonstrated for mem- solid front against grade labeling, | Box 3367, ADV ERT ISING AGE, N. Y. a ae a me ong Bg Ftp 
According to the index of na- pers of the Engineering Advertis- | the AMS canners indicated. Perry rt gd spertemeet bus ing all iopee ployees know of this adv. 
s . s : " P . | ‘ ° ) “4 4 >. srience ) y - - y 2s | o9@- rePePTISC "G ny 
tional income published by Business | ers Association, Chicago chapter of |Myers, president, Wegner Canning orinting services and graphic arts. | Pom sees, ADVERT ISING AC HE, Chigo. 
Week, the report continues, average | the National Industrial Advertisers Company, Eustis, Fla., cited trade | Box 3366, ADVERTISING AGE, N. Y. | ee oa teseut ahéllies e at 
4 s ; ; ay ‘ « . si ° ; r » — = ee - ] ay é y> mn zh 
purchasing power in the summer | Association, May 12 at 6:30 p.m.,| abuses which led to the canning of | stap cs an aebenes, Tee man, | &XPerience to direct Copy Departy ent 
‘ ‘ anrbkar rita 7-4 ar ~ 7 Magaz e ) »WSDI ls a F: " = : hs sootan he * ~ iA. r¢ : 
j at 20 N. Wacke1 drive. Lee Parker, foods which “never should be 28, now employed. Has operated own ye rapidly “i yt lg 2 Ran w ‘ dy 
who operates a Chicago model’s , , , : . ; Agency. Write full qualifications ind 
enue 8 iS ma . ~| canned” and to haggling over prices| Weekly publication. Experienced in | Cy crience 
bure; ill be assisted his pres Ca n lagging I rags of a ‘at. and elvcuiat experience. 
vureau, wi € assiste In nis pres- by canners and buyers space sales, ec Itoria , ant — a ion. D. B. Mindlin ADVER. AGENC\, 
entation by some of his best tele-|*’ ~* cle * sieht Also, advertising agency, market, and 


| 21 W. 10th St... Kansas City, Mo. 
Space Salesman for annual in toy ‘eld 
|for New York area, Commission | S 
| Box 3359, ADVERTISING AGE, ©\.go 


| MISCELLANEOUS 
WORLD FAMOUS FIRMS Us! 
Bairdset ads for 30 years. It 
Day and night service, clean pr 
|fast, quality production save yur 
jtime. Ads pull 25% better. 
| BAIRD adsetters, 18 EB. 
WHI. 4347, Chgo. 


WANTED TO BUY: Small dai 


Kinzic, 


| weekly in town of 5,000 to 25.000 
State all details including necessary 
cash in first letter. 

| Box 3362, ADVERTISING AGE, Chg 
BUSINESS SERVICE 
|YOUR SALES PROMOTIONAL MA- 
terial, house organs, planned, pre- 
| pared on free lance basis by employed 
jadvertising man Plenty of ideas 


samples Edward Edelstein, 
| Wells St.. Randolph 8884, Chicaxo 


the cost of the service itself as 
prohibitive—it ranges between one- 
quarter and one-third of a cent per 
'case of 24 No. 2 cans—they hesitate 
at the initial cost of plant altera- 
tions. 


Wholesalers Don’t Like It 


According to Food _ Industries, 
among the strongest objectors to 
grade labeling of canned foods are 
the wholesalers, owners of estab- 
llished distributors’ brands. The 
attitude of some wholesalers was 
cited by the magazine through a 
statement by Assistant Attorney 
General Thurman Arnold, who said 
in testimony before a hearing on 
the 1942 Department of Justice ap- 


| 


| propriations bill: 


“The Department of Agriculture 
six companies to volun- 


ucts. An inspection was made by 
the Department of Agriculture so 
that they could certify the grade of 
the products. Now, the big dis- 
tributors, about 16 of them, did not 
like this because it meant an inter- 
ference with their method of adver- 
tising their product, because they 
load up with any old grades. Out- 
side of chain stores, this buying is 
done through brokers. The bulk of 
it passes through brokers’ hands, so 
the large distributors said to the 
brokers, ‘If you act as a broker for 
anybody who. sells government 
grades, we will not buy from you.’ 
They said they would not buy from 
any broker who acted as a broker 
for anybody who used government 
grades. Of course, that would prac- 
tically force them out of existence.” 


Believes Voluntary Action Best 


Summing up the viewpoint of 
AMS canners, one packing official 
declared: 

“We believed 
meeting 


that 
consumers’ 


voluntarily 
demands 


through voluntary adoption of AMS 
requirements was better than an) 
form of compulsory compliance. We 
still believe this for ourselves and 
the rest of the canning industry 
We believe that we are in the very 
front rank of the parade becaus 
we believe that in time the entir 
|canning industry will be compelled 
|to adopt voluntarily the require- 
ments of federal continuous inspec- 
tion and U. S. grading under AMS 
We believe that canners will be 
compelled to adopt inspection and 
grading, not by the governmen' 
through any regulatory act, but b) 
competition which will derive its 
strength from the preference of thi 
consumer.” 


ENJOY THE FINEST 


All that is best in living is offered 
at the Coronado where every 


comfort and service is extende’ 


to make your visit a complete 
success. . . . Plus convenience | 
transportation, shops, theatre 
business and social activities. 


RATES FROM $2.50 


AIR-CONDITIONED 
BEDROOMS & RESTAURAN' > 


ADJOINING GARAGE 


the 
CORONADO Hof 


ROAISH 


SEOTOVN 
<USIUN 


AW 


TORONTO 
MONTREAL 
WINNIPEG 


Pei, MES 


Se rae ties - ake : arte Be tia oe Tne RL” see MER he Sea ai | ence 
4 E ; Zi aa Ske i ata ~~ ah jo : Be ran : SEEN or be Wek = i eee Le eile 5 ai uy , ° 5 Se 5 ie ale al oes * ye Siig a ¢ Lae EG eh, i) 
es = ee 7 
‘. a ne 
; i ——— ae —_— a SS — - 
aa é 
: ae 7 * 
Ee (| ih if 
at, E- 
J Market} VCE 
P : , th 
a eo ol 
7 ha 
by 
de uc 
a = m 
A :- “¥i tre 
a a its 
r sa in| 
; pa 
; J an 
ae in 
ann an 
2 . pr 
= 
= th 
q 50 
dr 
sa 
ce 
by 
in 
ce 
: or 
a be 
' | ra 
a ve 
7 ve 
oa : K “aC ae mi 
ili afd ony ste ; Wi 
a Sa pn’ s 
™ xnannel® 
wil 9 nad 48 
a i is sat SS , 
ss : —— 1s Ch 
; ee | 
Lat ——— : 
+o AWITIZALUIUEL, A VahiuTs vVLUI 
|}improved employe morale and eage! - 
he ee 
a 
a 
\ - eee 
a t z LRP { nile ae 
Ei 6 P nh el . ae 
be % =? hee ji “a ; 
— tts 
a, \ ——— 
a ee 
3 Ww d 
ne po a 
i" 
a o- =" 
al ae GIBBONS KNOWS CANADA} ze 
> ee _) leper 
ee J. J. GIBBONS LIMITED - ADVERTISING AGENTS | RI 
7 
4 el ‘a a aa * ; Z 4 ‘ “a ae = ?—_ . ee ho G's - ys atte Fy a ee °*< : “Kee “ re my 4 My af o 5 Ae 8 isi - axe hs oh, ro" ra : 
& “f \ 1 Agi ane P< i = 4 pis ie ss v ee men an Mande 2 Slade aa wt rat Tie. ia 2S Sore iar. ae nee 4 Py wick oe “ates aie he dee Sa 
4 ¥ Bae 3: f. 2 tae | 4% opiate eae Oo. ek eee age. ee, Salyer eee a Bet aie Hee is a sf **¥ ee ba: Ye a ie Nee 


May 12, 1941 


ADVERTISING AGE 


Sales Up, Prices 
1 Down: That's 17 
Year Kleenex Story 


(Continued from Page 1) 


product were indeed a 17-year- 
girl, the slide lecture (which 
also been put into booklet form 
he company) carried the prod- 
through various stages of 
keting and development—its in- 
uction as a cold cream remover; 
apid growth through advertis- 
improvements in product and 
age; development of new uses 
and new advertising themes, result- 
ing in more rapidly growing sales 
and almost continuous reductions in 
price. 

Introduced at 65 cents 
the 


the 
old 
has 
by 

uct 
ma 
troc 
its 

ing 
pac 


in 1925, 
price of Kleenex was reduced to 
50 cents in 1926; on Jan. 1, 1932, it 
dropped to 35 cents; in June of the 
same year it dropped further to 25 


n cents; in 1934 it fell to 18 cents; 
by 1935 it had fallen to 14 cents; 
8 in 1936 it was up slightly to 15 
: cents; but in 1937 it fell to 13 cents, 
or two for a quarter, where it has 
y been since. 
. A close correlation between this 
n rapid decline in price and the de- 


velopment of new and stronger ad- 
vertising appeals, widening the de- 
mand for and uses of the product, 
was shown in the charts. 


Sawdon Co. Moves 

Sawdon Company, New York, has 
moved from 230 Park avenue to 
480 Lexington avenue. 


Cowrucws docant crack wit 


Clever ad man who know his stuff 
investioate Roto-Lith better off- 
wt. Phone call bring printing 
consultant with plenty ideas— 
save time—save money—get com- 
pliments from boss. 


ROTO 


201 N. WELLS ST. CHICAGO 


DEA.85S57 « HEM.2211. 


|top-flight speakers took a look into 


|preparation can not only help busi- 
iness during the immediate future, 


| ship, 


its | 


the Future Now, 


j}ments which are sure 
|when peace returns. 


| the gathering that everything points 


SALES GO UP AND PRICES GO 


a — — 


‘28 


V 


04 25 (2% vp wn ‘y 
The final chart in the unusual booklet just published detailing the 17-year history 
of Kleenex. The fallacy that advertising raises prices is definitely refuted in this 


simple chart, showing how a rising sales curve has resulted in a constantly 


Must Plan for 


order takers. 

Sales executives must look be- 
yond the immediate future to in- 
}sure reasonably satisfactory condi- 
tions afterward, he said. 
statesmanship and broad, intelligent 
business management will be the 


Affiliation Told 


Toronto, 


|/nomic realists. We must reduce dis- 
tribution wastes, widen and develop 
markets, and increase our sales ef- 
ficiency. We must study our prod- 
ucts and our markets, and do more 
research of all kinds. We can’t af- 
ford to assume that everything will 
be all right when the emergency is 
over; we must think about the 
problems that will face us and work 
out solutions for them.” 


A Colossal Task 


May 6.—A _ galaxy of 


the future of advertising and mer- | 
chandising for the benefit of mem- 
bers of the International Affiliation 
of Sales and Advertising Executives 
here over the weekend, and con- 
cluded that while stern times lie 
ahead, proper planning and careful 


but what is even more important, 
prepare it for the terrific adjust- 
to be made 


all times now faces the world, he 
said—‘‘all peoples of the earth must 
be sold on sound, fair economic pol- | 
icies and of dealing reasonably with | 
each other.” 

The importance of the factual ap- 
proach was also stressed by Archi- 
bald M. Crossley, of Crossley, Inc., 


Major F. W. Nichol, 
dent, International 
chines Corporation, 


vice-presi- 
Business Ma- 
New York, told 


to a seller’s market for the next few 
years, but that such a market is 
bad for salesmen, since they tend 
to lose initiative and real salesman- 
and deteriorate into 


tising is now on the defensive with 
government and the public, it may 
also be on the defensive with ad- 


mere |vertisers themselves as_ profits 


jing by Edgar G. Burton, general 
- PL US “manager, The Robt. Simpson Com- 
ec pany, one of Canada’s leading re- 
MS | tailers. Prices are going up and 
be | will go up further, he said, but de- 
and 2 RO &, a E Fr O U 5 spite taxes consumer spending will 
en |probably continue at its present} 
by | high levels or go a bit higher. “Our 
its |chief problem,” he concluded, “is to 
‘| PROSPECTS Che ea 
ses | Richard Borden, director of sales 


PULLING POWER 


You get both when you buy KTBS... 
1,000 watts NBC in Shreveport, the 7th 
city in the 100,000 or more group in the 
entire South for per capita effective 
buying income . . . industrial center of a 


difficult. Therefore, advertising 
|must provide maximum results for | 
jeach dollar spent by increasing its | 
efficiency in every possible way. 
A picture of retailing under war 
conditions was given to the gather- 


;}promotion for The 
pany, New York, presented a dra- | 
jmatized talk on “How to Close a 
| Sale,” outlining ten basic principles 
which he has observed in wate hing | 
star salesmen throughout the! 
country, and Richard Manville, ad- 
| vertising analyst, Newell-Emmett 
|Company, New York, 
exciting windup for the delegates 


Borden Com- 


BS 


Tri-state area formed by North Louisi- 


For effective concentrated coverage of 
this center of rising prosperity, tell your 
sales message to able-to-buy-prospects 


through KTBS. 


A SHREVEPORT TIMES STATION 
MEMBER SOUTH CENTRAL QUALITY NETWORK 


REPRESENTED BY THE BRANHAM COMPANY 


with a slide showing of advertise- 
ments and an analysis of the strong 


and weak points of each, as prove: 
ana, East Texas and South Arkansas... by records of returns. 
° Feature attractions of the con- 
one of the really important markets. vention, aside from the business 
sessions, were a talk by Dorothy | 


Thompson at the Friday night din- 
ner, one by Rt. Hon. Arthur Mei- 
ghan, Conservative leader in the 
Senate and former Canadian Prime 
Minister, at the Friday luncheon, 
and the gala banquet and dance 
Saturday night. 


Pedlar & Ryan Elects 


With of several 
officers, Pedlar & Ryan, Inc., 
York agency, has established 
executive staff: T. L. L. 
president; L. L. Shenfield, 
Doherty, E. C. Bradley, 
ford, F. R. Coutant, J. P. Hardie, 
A. E. McElfresh and Gregory Wil- 
liamson, vice-presidents; Arthur 
Cobb, Jr., secretary-treasurer; W. 
iF. Cantrell, assistant treasurer, and 
Helen C. Sutherland, assistant sec- 
‘retary. 


election new 
New 
this 
Ryan, 
Py. Jd. 
D. K. Clif- 


1,000 WATTS - NBC 
SHREVEPORT, LA. 


| In 


“Business | 


crying need. We must become eco- | 


The most colossal selling job of | 


| who pointed out that while adver- | 


shrink and business becomes more | 


provided the | 


| business 
| 


Harry Tipper, 


ANA Ex-President, 


Dies in Indiana 


Lafayette, Ind., May 8.—Harry | 
Tipper, for more 


than 30 years a | 


leader in the marketing and adver- | 


pee-nng world, 


and formerly general 
sales manager of the General Mo- 
tors Export Corporation, died here 
yesterday at the age of 61. He 


| moved from New York to this city 


six months ago to take a_ position 
jas sales manager of the Brown 
Rubber Company. 


A serious student and the posses- | 


}sor of an analytical mind, Mr. Tip- 


|per brought to the advertising field | 


ja viewpoint which encouraged the 
substitution of scientific principles 
for slap-dash, hit-or-miss methods. 
this procedure, 


as a young man. 
Mr. Tipper 
|prolific writer, setting 
|his analyses of advertising 
|cedures and methods in 
ous books and magazine 
ticles, but was also an 
and lecturer 
sity and a frequent speaker before 
|clubs, schools and other institutions. 


was not only a 


down 


ar- 
instructor 


he applied the | 
| precision of the engineering profes- | 


|}sion with which he was associated | 
| 


| 
} 


pro- | 
numer- | 


at New York Univer- | 


As one of the leaders of organized | 


advertising, he was one of the| 
founders and first president of the 
Advertising Club of New 

serving from 1914 to 1917, 
president of the Association of Na- 
tional Advertisers in 1915 


vice-president of the American 
|Manufacturers’ Export Association | 
and secretary of the National For- 


Trade Council. 
Headed London Committee 


He was also known in Europe and | 
headed the program committee of | 
the London convention in 1924 of 
jthe Associated Advertising Clubs of 
ithe World, which preceded the Ad- 
vertising Federation of America 

Born in Kendal, England, Mr 
| Tipper came to this country 38 years 
ago and after serving as a field and 
construction engineer, turned to the 
merchandising field as a sales en- 
| gineer in 1906. Two years later he 
| created the advertising and sales 
promotion department of the Texas 
Company and headed the depart- 
iment until 1917. As a part-time in- 
structor in “the essentials of adver- 
tising’ at N. Y. U. from 1912 to 
1925, he helped in organizing the 
curriculum of the department of 
marketing, headed by George Bur- 
ton Hotchkiss, and served again 
from 1934 to 1938 as a lecturer on 
foreign trade. 
| Turning from domestic 
ing to export marketing, Mr. Tip- 
per established himself an au- 
\thority and his prominence in this 
ifield led to his appointment by 
General Motors in 1925. In charge 
of G-M’s export advertising until 
\the depression, he 


eign 


advertis- 


as 


Yor k, 
was | 


| 
| 
| 
| 


, executive | 


| 


subsequently | 


‘acted as a consultant on distribution | 


and merchandising and then joined 
Forbes. In 1939 he purchased Over- 
| seas Trader. 

Mr. Tipper was 
“New Challenge of 
“The New Business,” 


the author of 
Distribution,” 
“Human Fac- 


| 


tory in Industry” and “Discussion 
of Labor” and co-author of “Ad-| 
vertising Campaigns” and ‘“Adver- 
tising: Its Principles and _ Prac- 
tices.” 
VICTOR KAUFFMANN 
Washington, D. C., May 6.—Victor 
Kauffmann, treasurer of the Wash- 
ington Star, died here yesterday 


after an illness of more than a year. 
He was 73, and had been with the 
Star for 52 years. One of his sons, 
Samuel H. Kauffmann, is assistant 
manager of the paper. 
KARL P. 

Pullman, Wash., May 6.—Kar] P. 
Allen, 57, publisher and editor of 
the Pullman Herald and former 
president of the Washington State 
Newspaper Publishers’ Association, 
died suddenly last night. 


Struble Transferred 


Charles A. Struble, Jr., has been 
transferred by Ward Baking Com- 
pany from its New York office to 
Philadelphia, where he will act as 
general sales manager. 


Has Biggest Gift 
Period In June 


The Graduation gift market in 1941 
will include 1,400,000 high school 
students who finish their senior 
year. Families and friends will 
spend millions of dollars to make 
this event a 
memorable one. 
Scholastic’s  re- 
cent Brand 
Loyalty Survey 
shows interesting 
figures on 
have long been 
No. 1. Of 383 
junior year in 23 
colleges, own Elgin watches; 
18%, Hamilton; 12%, Waltham; 9%, 
Bulova; 7%, Gruen. Of all watch 
owners, 50% received theirs as gifts. 


watches 
Graduation 
students in their 


which 
Gift 


99 07 


“oe 


42% of the total got their watches 
at the age of 16, 17 or 18. (Scholas- 
tic Magazine subscribers are 15 to 


19 years of age.) 
Ty; . 
Winners of the 17th Annual Scho- 


lastic Awards in arts, crafts, literary 
and music divisions were announced 


in the May 12th issue 
$12,500 of Scholastic. More 
IN AWARDS than $12,500 in cash 


and scholarships were 
distributed among high school stu- 
dents. The art division is now on 
exhibition in the Gallery of Fine 
Arts, Carnegie Institute, Pittsburgh. 


2 
Three Bethlehem (Pa.) high school 
students will be the guests of Chev- 
rolet at the All-American Soap Box 


Jerby in Akron next 
GUESTS OF August. Their designs 
CHEVROLET for Soap Box Derby 

racers were prize win- 
ners in this year’s Scholastic 
Awards. Part of their award in- 
cludes the trip to see the race. 
Paul Rehmus, Principal, Lakewood 
(Ohio) High School, has become a 
member of the Advisory Council of 


Scholastic Mag- 

NEW MEMBER ev He wil 

OF SCHOLASTIC represent high 
ADVISORY COUNCIL 


school princi- 
Other 


pals on this 

members include 

three superintendents of schools: 

Dr. Graham of Pittsburgh, Dr. Cody 

of Detroit, Dr. Stoddard of Phila- 
delphia; Dr. Spaulding, 

Graduate School 


Dean of the 
of Education of 

Harvard University, 

Johnson, of the 


Rev. George 
National Cath- 
olic Welfare Conference 
L. J. O’Rourke, 


and Dr. 
Civil Service 


Director VU. S. 
Commission. The ed- 

itors of Scholastic 

outline of fall 


will present an 

issues for the ap- 
proval of the Advisory Council at 
the May meeting. 
hy 


ie ~ 


WHAT DO HIGH SCHOOL 


Council. 


STUDENTS LIKE? 
More than 100,000 subscribers in 
8,000 senior high schools are an- 


swering a questionnaire submitted 
to them by their teachers. They 
were asked to evaluate the editorial 
content of Scholastic Magazine, 
which they have been using as a 
supplementary text in their class- 
rooms. In a similar survey made in 
May, 1940, students listed “Boy 
Dates Girl’, Scholastic’s every-issue 
article on good grooming and good 
manners, as the most enjoyable 
feature. Competing with “Boy 
Dates Girl” for student interest are 
“Dress Parade”, departments of 
photography, radio, sports, movies, 
vocational guidance and the many : 
features that are part of the English 
and Social Studies Course of Study. 
Results of the 1941 Survey will be 
available by June 1. 


* 
“Travel The Trails They Blazed” 
from Association of 


OUTSTANDING American Railroads 
HEADLINE advertisement in the 
May 5th Scholastic. 
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ADVERTISING AGE 


May 12, 194) 


Consumer-Retailer 
Council Issues 
Manual on Labels 


New York, May 8.—With the na- 
tional emergency sharpening inter- 
est in the price and quality of 
consumer goods, the National Con- 
sumer-Retailer Council this week 
issued a manual on_ informative 
labeling which attempts to provide 
a constructive approach to. the 
problems of manufacturers and re- 
tailers. 

The manual describes how the 
technique of informative labeling 
‘an be used to “make the buying 
and selling of goods a more profit- 
able experience to both parties to 
the transaction and how it may be 
used to increase the purchasing 
power of the average family’s dol- 
lar.” It outlines also the operat- 
ing advantages which accrue to re- 
tailers and manufacturers who 
employ informative labeling. 

For retailers and manufacturers 
who wish to develop informative 
labels, the manual suggests the 
proper procedures, based on _ the 
practical experiences of concerns 
which have used labels to give spe- 


SEN DAYS 
CURVED LETTERING 


SPECIAL EFFECTS 
RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
® Ninth-Chester Bldg. .. CLEVELAND 


| York, 


cific information about the quality 
and use characteristics of merchan- 
dise. This section also covers the 
“language of labeling,’ the size of 
the label and discusses standards, 
grades and informative labeling. 
Another section describes the as- 
‘sistance which the National Con- 
sumer-Retailer Council will extend 
to retailers and manufacturers who 
are interested in its 
labeling program. 
Illustrations include typical food 


informative | 


| 
| 


and textile labels which the Coun- | 


cil has approved and examples of 
other labels now in use by retailers 
and manufacturers. 

Dr. Faith M. Williams, of the 
American Association of University 
Women, heads the Council’s label- 
ing committee. Roger Wolcott is 
executive secretary of the Council. 
The manual sells for 25 cents a 
copy. 


N. Y. Printing Industry 
Continues Upward Trend 

| New York’s printing industry re- 
lcorded a continued increase’ in 
business during the first quarter of 
this year when sales gained 7.3 per 
cent over the same period in 1940 
and reached a new high for the past 


|six years, according to _ figures 
issued by the City Commissioner 
of Commerce. The figures were 


compiled by the New York Employ- 
ing Printers Association which in 
December launched a “Print It in 
New York” campaign. 

The Commissioner said that vol- 
ume for the first quarter was 13.5 
per cent above the average recorded 
isince 1935. He credited the in- 
crease, which continued a_ trend 
begun in 1940, to a general business 
upturn and to the return to the city 


lof work formerly sent to other | 
communities. 

|WING Now Basic Blue 

| Station WING, Dayton, will be- 
come a basic outlet of NBC’s Blue 
network effective May 15. Here- 
tofore the station has been a basic 


| Red and supplementary Blue outlet. 


J. J. Devine Moves 

J. J. Devine & Associates, New 
publishers’ representative, 
has moved from 405 to 415 Lexing- 
ton avenue. 


ONE SHORT YEAR 


UST 


given new direction, destiny and purpose. 


12. months 


ago 


this newspaper was 


The persistent progress it has made toward a 


journalistic ideal is recorded in the last 365 


issues and is an achievement. we believe. with- 


out parallel among newspapers. The Free Press 


crusades for the right as it sees the right. It 


speaks for those who have no voice to protest 


their wrongs. 


It reports events precisely as they 


happen and does not censor its writers. Because 


it serves the greatest good. The Free Press is 
£ u 


growing in the esteem of the greatest number. 


A newspaper so dedicated and so directed car- 


ries advertising to persons who give it attention, 


acceptance and response. 


more, 


No medium can do 


The Detroit Free Press 


{ Newspaper with a New Purpose 
JOHN B. WOODWARD, INC. National Representatives 


Vember Metropolitan Sunday Newspapers, Inc. 


THIS WEEK 


Index of Retail Activity in 


83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


WEEK BY WEEK VARIATION SHOWN HERE 
+20 
+15 / 
+10 
L 
+5 7 ] 
|LAST YEAR 
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| 
-10 Ll 
-15 hho 
~20 
a invents 
se ~~ —~ TO . ~~ ~ —_-——~ 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
1S-Week 1S-Week 18-Week or Loss” or Loss 
Period Period Period 194i 104! Week Week ? 
lkended lended ended over over lended kinded 
May 6, 1939 May 4, 1940 May 3, 1941 195% 140 May 4, 1940 May 3, 1941 | 
Akron ‘) ,478,530 3,288,64 5,456,052 La >1 207,963 { 
Albany, N Y >,621,449 2,816,693 2 SU6,004 20.0 2.8 190,302 2 
Atlanta ia »SO4 584 1,139,655 439,705 6.3 08 $51,456 3 1.4 
Baltimore, Ma 7,412,166 7,656,004 8,249,834 + 11.3 + 7.7 37,410 2OT O04 \ 
Birmingham, Ala 1,460,074 019,760 9,160,454 + 15.7 1.4 353,72 B57, 588 
Boston Muss 6,718,249 6,540,112 6,671,814 O7 2.0 {25,682 $47,920 
Bridgeport, Conn 3,256,900 460,912 5,699, S00 13.6 6. 218,260 219,260 
Buffalo, N. Y BOS,854 1.955,550 5,456,304 + 1.9 10.1 $32,357 446,896 j 
Camden, N. J 1,875,263 1,800,136 + 35.0 10 117,956 113,285 { 
Cedar Rapid la 1,670,312 1L606,170 By Lo 108,152 114,688 
(Charleston, W Va OH AAT »,443,721 (24,651 6.2 8.2 244,230 NO 42 “ 
Chicage 11 10,476,401 £940,143 10,244,812 2.1 l 631,843 682,416 ’ 
Cincinnati ) s 4 SOT 521 842,503 1.7 O68 372.173 418.661 
(Cleveland, © SN tt 6,318,579 t H2,1385 7 " $13,504 $12,347 
Columbu ‘) 15 sug 1,621,781 L654,07 1. 0.7 275,032 283,462 
lalla lex 7,832 ' 7,026,962 1, 40,086 1.4) 0.2 0,104 £25,001 
Davenport la 945,231 PSR 04 7 O54 ‘ 2 203.476 AL) 16 
Davton > 1.672.000 1846.762 216.445 11.6 7.6 312,690 S40.018 ° 
Denver, Colo ,,PST,585 2.868.070 3,013,565 3 1 178,008 209142 
[ye Moines, la 2,266,079 2,348,449 2,203,176 a. 6.2 155,022 147.778 7 
Detroit Mich 6,044,824 7,053,460 7,810,634 12.0 10.7 156,610 16,004 
Kl Paso, Tex S4,106 ,,672,648 4,032,927 12 8 215,166 40) 2 ? 
lorie Ps 3,281,446 155,754 », 206,910 2 1.6 205,744 O38 Sod ' 
Evansville Ind 1,170,068 LOTH 906 1,447,114 7 Dea 246,060 2550 | 
Fall River Mia Los ol7 1,1¢ 4 L260,317 N.7 8.1 T7498 TH,097 
lint Mich 1,326,666 2 YSU S54 3,196,404 3 6.9 231,266 246,862 
Fort Wayne Trial O74,447 T7170 3,756,529 2.6 1.0 257,850 257,264 2 
(jars Ina 1,928,243 2,112,685 2,157,925 11.9 Z.1 124,116 148,618 7 
Girand Rapid Mich 3,006,184 134,647 330,72 + 10.8 6.3 174.510 215,050 
(ireenville SR + 2,187,761 16H8 701 2,648,518 + 208 7.1 155,197 172,521 4 
Houston, Tex 770.338 6.374.016 6,428,088 + 11.4 09 114,568 164,82 
Huntineton W Vii OS, UNE 2,743,445 HOS ANS 17.1 S IS2,675 209,222 
Indianapoli Ind 56,242 6,017,970 6.400 410 th 15.8 6.5 64,616 412,468 
Jucksonvills Mla 170.566 200.206 ,.445, 800 187 1.4 294 O68 58.342 
Jersey City, N. J 747,853 748,422 733,505 1 200 22% 17,100 
Kansas Citys Kan SWO S27 1065 ,46: 141,007 7 11.6 VO433 S3,538 ' 
Knoxville, Tenn O91, 980 TOULSS HAG ADS 1.2 1.7 245,684 223,404 
Little hthock Ark 135,406 ,1S0,584 ,.455,414 4.6 4 16,412 201,024 3 
Lia Angele (al 8,727,645 SS77,011 8,183,211 6.2 7.8 H1,S804 177,053 
Louisville K \ 1.072.188 $805 648 189.503 1.4 6.0 317,487 MOTH ’ 
Lynn Mat 2,884,168 2,801,658 OO oS 1.7 14.4 180,604 196,252 
Manchester N iH 1,332,168 L275, 87¢ 1,261,903 3 1.1 S450 T4470 ‘ 
Memphis, Tenn 1,076,828 1,640,300 1,613,224 13.2 0.6 16,318 358,540 
Miami, la 545,041 6,166,797 SUZ NT74 6.3 j 4,236 333,004 6.0 
Milwaukes Wis eva sre ,OSTTSD SS7,714 1S. t48.162 $15,442 7 
Minneapotli Minn OOS 80 $332,116 1,285,629 15.9 1.1 66,504 $14,652 <0 
Nassau County, lL. J SAS_O88 T65,048 L237 558 39.2 61.8 66,261 110,075 6.1 
New Bedford, Mass 1,060,906 1,138,746 1.269 086 + 14.65 + 11.4 76.566 87.786 0.3 
New tlaven, Conn TOS 954 $3,299,240 ,4A00, 804 11.2 taoS 02,118 205,310 
New Orleans Lat 6,727,839 7,022,082 H,Y4S O57 3.3 1.1 ‘ % 
New York, N. ¥ 20,989,952 20,613,575 10,620,213 1S 2.1 
Brookivn N ‘ 1,444,365 1,267,593 1,290,350 10.7 1.8 2.0 
Norfolk, Va 3,294,172 340,414 , O25 576 10,2 S.6 11.5 
Oakland, Cal 2,670,012 3,124,947 168,793 18.7 +14 7 
Oklahoma City, Okla 3,471,034 2,734,410 »YTS.482 15.9 + 6.7 6.7 
Omaha, Neb 2,003,326 2,085,667 2,156,505 7.6 3.4 6 
Peoria Hl .TT1,154 1,079,168 1.545.148 15.2 6.5 15.7 
Vhiladelphia, Pa 9,746,414 871,738 10,512,883 7.9 6.5 ’ 
Phoenix, Ariz 7 2,945,502 3,129,686 20.5 6.3 7.6 
Pittsburgh, Pa 7,507,612 7,750,134 8 2 0.1 
Portland, Ove 3,728,462 1,400,596 O47 18.3 
Providence, BR ! 1,208,984 4,240,362 1.4 0.7 1.9 
Reading Pa 3,697,520 441,692 20 6.4 47.9 
Richmond, Va 1,289,908 1,281,480 3.4 0.2 6.1 
Rochester, N \ 390,155 1,465,368 1.1 1.4 l 
Rockford, I 2,873,990 INSS,S7S8 20.7 11.0 2 
Rock Island-Moline, I 2,870,896 194,392 13.2 11.3 2 
Sacramento, Cal 2? 693,264 2.957.760 “a3 “8 a 
San Antonio, Tex 2,578,453 2,992,201 17.6 14.5 
San Diero, Cal , 2,246 4,186,212 17.8 
Senuttle Wash 937.036 4,158 ma 4,185,426 ‘ “7 
South Bend Ind 1,885,406 1,823,108 2,056,108 i 12.8 
Spokane, Wash 2,341,150 2,200,772 2,157,876 7.8 20 
St Lau Ma 6,566,140 6,451,820 6,297.38 1.1 2.1 
St Paul Minn 652.569 $847,217 He 246 a is 
Syvracuse N \ 4.255.132 2 501,600 737.633 12.2 + 49.4 
Tacoma, Wash 2,155,692 2,028,394 2,564,088 7 + 1.5 
Tampa Fla 2 1S.H6S 2,931,320 2,833,414 06 3.3 
Toronto, Ont Can S60.51 579,633 WOT 967 l 6.4 
Troy yy. ¥ 1.441.680 1.470.462 1540,324 6.8 4.8 
Tulsa, OkKla 3.115.126 3.296.244 8.446.568 10.6 14 j 
Washington, TD. © 10.663.664 11.804.373 12,217,356 14.6 
Youngstown, © 9 531.250 2.873.423 027.450 19.6 10.7 
Total t48.024,.661 349,070,194 363.163.978 + 4.4 0 292.515.4560 24,181.80 74 
l Athinta Georgian and Sunday American ceased 7 Spokane Press discontinued March 18, 1939 
publication Dee. 17, 1939 Ss Commercial Appeal published 328-page C: . 
Chicago Herald & Exam. discontinued Aug. 28, 1929 issue Jan. 1, 1940, containing 428,848 line q 
Minneapolis Star and Journal merged Aug. 1, 1929 vertising 
1 Newsday launched Sept 1940 9 Syracuse Journal published 100th Annivers Edi- 
Oklahoma News discontinued Feb. 24, 1939 tion March 20, 1939, containing 216,027 lins f ad- 
6 San Diego Sun suspended publication Nov. 25, 1939 vertising 
dl 
Signs Sales Law Elam to Anfenger Donnell Shows Work 
. , . - , woh 
Gov. Robert Blood of New Hamp- Charles W. Elam, former sales A number of paintings b) Hugh 
shire has signed the unfair sales| promotion manager of Cole Milling’) Donnell, art director of W. | — 
practices act which after July 1|)Company, Chester, IIl., has joined) Inc., New York agency, is i! ide 
prohibits the sale of merchandise | the merchandising department of in the “Silvermine Guild fF bi- 
to consumers below the invoice cost | the Anfenger Advertising Agency, tion” now under way at the nail 


to the retailer. 


Inc., St. Louis. side Museum, New York. 
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ADVERTISING AGE 


Roundup of Advertising Promotions in the Test Stage 


Feature Economy 
in New Test for 


Kirkman’s Flakes 


Appeal May Be Ex- 
tended to Entire Market- 
ing Area 


New York, May 8.—Using three 
different space units in Waterbury 
and New Haven, Conn., 
Colgate-Palmolive-Peet’s Kirkman 
Soap Division has started test copy 


urging use Of its double-duty soap | 


flakes for all home needs. 

Weekly insertions comprise 1,500, 
1000 and 300-line advertisements, 
and are to be continued for at least 
two months. The new appeal will 
be extended elsewhere 
man's marketing territory 
copy clicks. 

Featured in the current test copy 
is the claim that the soap flakes 
now provide four extra cups to the 
box, making their use economical 
“for washing everything.” These 


pure white flakes, advertising states, 


——— 


we C4 Back ISSUES 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


WRITE 
FOR MEW 
soontt 


“Using 
for editorial and adver- goats Davee 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


newspapers, | 


in Kirk- | 
if the | 


| possible their use for dishes, 


ECONOMY 


MAGHE/ PURE WHITE fF 
KIRKMAN SOAP FLAKES 


4 EXTRA Cl 


TO THE BOX! 


50 YOU CAN AFFORD THEM FOR WASHING EVERITHING 


Kirkman division of Colgate-Palmolive- 

Peet tests the validity of an economy 

appeal in 1,500-line copy in two Con- 
necticut cities. 


are 
ingredients 
soaps but 


as 
their 


most complexion 
economy 
wash- 
able silks and woolens, and even 
the heavy work of the regular laun- 
dry. A double - your - money - back 
guarantee is offered for those not 
satisfied with the Kirkman product, 
and valuable premium coupons are 
mentioned. 
Distribution 
flakes 


of Kirkman 
is limited to the area 
Ohio east and from Washington, 
D. C., north, 
in New England, 
York state and 

metropolitan area. Success of the 
test probably will result in exten- 
sion of the campaign to these mar- 


northern New 
the New York 


| | Question: 


- +. OH TELL ME PRETTY 
MAIDENS; ARE THERE ANY 
S MORE AT HOME LIKE YOU? 


oe 


e5 cations New a Fre! 


| kets. 


made from the same quality | 


makes | 


soap | 
from | 


with heaviest coverage | 


N. W. Ayer & Son, New York, 
handles the Kirkman account. 


EXTEND ZIPPER TEST 
COPY TO NEWSPAPERS 

Los Angeles, May 8.—Appeal of 
a new Dain-T-Zip which “costs no 
more than old-fashioned zippers” is 
being tested in the Los Angeles 
market, with initial newspaper copy 
appearing in the Times and Herald 
and Express. 

Copy, tying in with glamorous 
film stars like Dorothy Lamour, 
declares that Dain-T-Zip is the only 


Tet saw They rirece 


-DAIN-T-ZIP 


a 
DAMMT.IIPS are on sate in the notions department of the following stores: 


THE EROADWAT le Dewntews | 4 we av 
2) et mete as Comm any 

THE BROADWAY HOLLTWOOD THE FAMOUS DEPARTMENT STORE 
a eee tee ae som (Oo 

Tt BROADW AT Fasanene here eT sTOee ileal 
——— 0) he teeteey 


small zipper with these 
“exquisite daintiness, 
smooth action, tenacious strength, 
lasting color.” It matched in 
color to Boilfast threads and may 
be washed and dry-cleaned repeat- 
edly without harm, the advertising 
says. 

A full-page advertisement in 
Life for February praised the new 
product of the Spool Cotton Com- 
pany, New York. The current copy 


advantages: 
wonderfully 


1S 


is the initial newspaper advertis- 
ing. Kenyon & Eckhardt is the 
agency. 
TAG SOAP GETS NEW 
WRAPPER FOR DRIVE 
Cincinnati, May —~Decked out 
in a sparkling new brown and 
yellow wrapper, Tag soap “your 
mother and grandmother told you 
to use” is being given a new test 
in newspaper copy placed in se- 


lected markets. 
Advertising already appearing in 
and 


HURRAH! 


Cleveland Louisville papers 
...TAG SOAP IS 
NOW WRAPPED 

] Ps 


tells not only that the M. Werk 
Company product is newly-wrapped 
but that it suds many times faster, 
lasts much longer, makes colors 
brighter and never harms the 
hands. Featured prominently _ is 
this advice to housewives: “Save 
with TAG! Save the tags!” and 
they are reminded that grocers will 
give them a full-size large bar of 
Tag free for 20 of the tags 
attached to the bars of soap. 


PROMOTE “359” CIGAR 
IN RADIO NEWS SERIES 

New York, May 8.—On the mar- 
ket for a decade but never pro- 
moted, the “359” cigar manufac- 
tured by Marta Cigar Company, 
New York, will be given its first 
big boost starting May 14 with a 
new five-minute evening news pro- 
gram over Station WOR three times 
a week. 

Distribution of the 


soap 


Marta smoke 


| with 


is currently limited to the Metro- 
politan area. Lynn Baker Com- 
pany is the agency. 


USES SAMPLES, DISPLAYS 
FOR NEW SILVER-BATH 

Ardmore, Pa., May 8.—After 
using 10,000 one-ounce sample jars 
of its new silver cleaner and pol- 
isher, Silver-Bath, and folders, a 
daily spot radio program, dealer 
sampling and displays of suggested 
advertisements, The MacSelworth 
Corporation, Ardmore, may soon 
swing into magazine and newspaper 
drives. 

The sample 
door-to-door 


jars were delivered 
in neighboring com- 
munities of Pennsylvania, along 
folders describing the new 
preparation for cleaning silver and 


'silver plate by immersion in a solu- 


|}company spokesman, 


hot water. Sales have 
doubled, according to a 
but additional 
testing is still in order. Distribu- 
tion has been accomplished in a 
dozen states, and cooperative 
newspaper campaigns may 
be started. A proposed magazine 
schedule is being tested by means 
of window and counter displays 


tion of 
already 


soon 


| which show proofs of suggested ads. 


| Radio 


'over 


promotion is being carried 
Station WIBG, Philadelphia. 

N. W. Ayer & Son is handling the 
account. 


EXTEND MAGIC WASHER 
TEST TO NEW AREAS 

Camden, N. J., May 7. 
ing its list of test areas, 
Soap Company, Camden, will use 
additional radio spot announce- 
ments in Eastern industrial centers 
to learn whether it can continue to 
boost sales of its Magic Washer in 
lower-income markets. 

The company, facing the compe- | 
tition of larger manufacturers in the | 
soap industry, decided some time 
ago to concentrate on lower-income 
consumers. A _ silver-plated 
|was offered in each package of the 
soap granules and the gift was wel- 
comed 


spoon 


as warmly as a captain's 
commission for a  newly-drafted 
rookie. With no coupons or box 
tops to mail, sales of the product 


continued upward during the past 
three years. 


Six weeks ago Iowa and_ its 
agency, James G. Lamb Company, 
|Philadelphia, started a test radio 


|}campaign over Station KYW, Phila- 


delphia, and_ other = stations’ in 
Hagerstown, Md., Wilkes Barre, Pa., 
and similar cities. Results have 
been increased sales of the item, 
which is sold almost exclusively in 
|super-markets, but the test is not 
|considered conclusive. Conse- 


|quently, 
|will be extended to Johnstown, 
ne over local stations in 
industrial communities. 


} 

OFFER BLACK BEAN SOUP 
Camden, N. J., May 7.—Small- 
|space newspaper advertising in sub- 
jurban weeklies, paid for by the 
|grocers themselves, is being used to 
|test the flavor appeal of a new 
Campbell product, Black Bean soup. 

Copy appearing in Bala-Cynwyd, 
Narberth, Ardmore, Haverford, 
\Bryn Mawr and Wayne, Pa., 
|stresses the fact that the consumer 
lneed purchase no other goods in the 
|store in order to obtain a free, full- 
sized can the Campbell Soup 
Company product. Direct mail, in 
each case bearing the grocer’s name, 
explains the merits of the Black 
Bean soup and carries the introduc- 
tory offer. 

In the larger grocery stores a 
sampling campaign being used. 
Displays, for the first time, depart 
from the traditional Campbell red 
and white. Counter displays fea- 
turing Black Bean soup have a blue 
background, brown trim and white 
lettering. 


Pa., 


of 


is 


Buy Space Jointly 

Trust companies in Philadelphia 
pooled their efforts to address large- 
space newspaper messages to per- 
sons who are deciding how their 
estates will be managed and pro- 
tected. Copy called attention to 
six advantages which the _ trust 
companies claim over individual 
management of estates 
and readers were 
their problems with the cooperating 
advertisers. 


Expand- | 
the Iowa | 


radio spot announcements | 


similar | 


and trusts, | 
invited to discuss | 


Eastman Kodak Elects 


Thomas J. Hargrave, formerly 
vice-president and secretary, has 
been elected president of Eastman 
Kodak Company, Rochester, suc- 
ceeding Frank W. Lovejoy, who was 
named chairman of the board. Al- 
bert F. Sulzer, vice-president, was 
elected general manager. 


Bids for Industries 


The Rio Grande Valley Gas Com- 
pany, Brownsville, Tex., has started 
a campaign, beginning with May is- 
sues of business papers, to attract 
new industries to the farm region of 
the Lower Rio Grande Valley. The 
drive also will be designed to pro- 
mote the region as a winter resort 


area. Doyle, Kitchen & McCor- 
mick, Ine., New York, handles the 
account. 


| Buys 3XB Corporation 


F. Ad. Richter & Co., Brooklyn, 
maker of liniment, has acquired the 
business of 3XB Corporation, manu- 
facturer of 3XB Combination for 
athlete’s foot and 3XB powder. Ad- 
vertising in newspapers in major 
cities is to start shortly. H. W. 
Kastor & Sons, New York, directs 
the account. 


‘Baker Appoints MacAfee 


J. S. Ivins Son, Ine., Philadel- 
phia baker, has appointed Norman 
S. S. MacAfee to direct advertising 
and publicity. 


YOU PAY anyway! 


@ Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it. . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t bring the desired results 
..You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY .. . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 


Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 


FITTING SHOES FOR 
requirements of | 


Sentdne Foot 
a 


this advertise- 
ment were pre- 


pared by the i « 
Faithorn Corp. ’ 
for the Scholl 
Mig. Company. 
Se : 
BY ry . 
- iO eres 
‘e, a tr con Poums eninve 
PRINTIN 
5001: F001 Comtort Shop 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you.. 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Monopoly Report 
Hits Major Nets; 
Court Action Seen 


(Continued from Page 1) 


tracts — Station-network contracts 
for a period of more than one year 
are banned. 


works may no longer require option 
periods during which time must be 
cleared for network programs upon 
request by the network. 

5. Restrictions on the Right to 
Reject Network Programs — Net- 
works may no longer restrict the 
right of affiliates to reject a pro- 
gram, and affiliates are to be the 
: judge as to whether or not they 


shall carry programs offered by a/| 


network. 
6. Limitation of Station-Network 
Competition — Networks may no 
longer penalize affiliates for selling 
time to national advertisers at 
rate below that charged by the net- 
work for the station’s facilities. 
All eight of the new rules are to 
be enforced through FCC’s licensing 
power. Each part of the 


4. Network Optional Time—Net- | 


a | 


order | 


| , 
starts with the clause: “No license | of a renewed demand in Congress 


| shall be granted.” 
jare effective immediately, except 
| that NBC has been given 90 days to 


| dispose of one of its networks and | 


ja 
|altering of existing contracts. 

_ As expected, NBC is the chief 
| victim of the FCC pronouncement, 
| Wi the Columbia 
System not far 
| Broadcasting System gained a com- 
paratively clean bill of health. The 
report contrasts 
!and CBS as to size, structure and 


|mode of operation, but says, “we 
find a tendency in Mutual to follow 
the paths toward restrictive prac- 
tices blazed by CBS and NBC.” 
Reaction to the damning verdict 
was immediate here, starting from 
within dissension-ridden FCC itself. 
As predicted, Commissioners T. A. 
M. Craven and Norman S. Case 
joined in filing a dissenting report 
which opposed almost every point 
raised by the majority. FCC thus 


similar period allowed for the) 


Broadcasting | 
behind. Mutual | 


MBS with NBC} 


| 


split 5-2, with one of the majority | 


votes being registered by Commis- 
|sioner Ray C. Wakefield, who be- 
|came a member of the body only a 
\few weeks ago. 


Timing Puzzles Many 


Observers here were puzzled at 


the timing of issuance of the report. 


All regulations | for an investigation of radio and 
| FCC, but also shortly after Presi- 
| dent 


Roosevelt’s appointment of 
Mark Ethridge, Louisville publisher 
and broadcaster, to survey the 
whole radio situation. 

Repercussions in Congress are 
expected, but have not developed 
as yet. It is considered possible 
that efforts may be made to enact 
a joint resolution which would stay 
FCC’s hand until after Congress 
has made its own _ investigation. 
Several Congressmen declared pri- 
vately that they believe FCC has 
exceeded its authority, and that 
Congress should take some step to 
restrain enforcement of the new 
rules until such time as Congress 
has made its own study. 

The only immediate and public 
reaction on Capitol Hill came from 
Sen. Chan Gurney, South Dakota 
Republican. Sen. Gurney, a fresh- 
man member who has not pre- 
viously been identified with radio 
discussions in Congress, placed two 
newspaper reports criticizing FCC’s 
action in the Congressional Record, 
without additional comment on his 
part. 


Wants More Competition 


Congressional preoccupation with 
the international crisis may prevent 


Not only did it come on the heels! attention being turned to the radio 


How Much Is 


A Billion Plus 10,000,000? 


Hospitaltown is a market which buys a billion dollars’ worth of equipment and 
supplies every year — one of America's great consumer markets, which uses 
food, furniture, textiles, soaps and cleaning materials in quantity greater than 
Boston or Cleveland, important as these metropolitan markets are conceded 
to be. With 1,500,000 patients, nurses, employees and administrative staff to 
house and feed, the buyers of Hospitaltown are always busy. 


But when you add to this great primary market the secondary influence in the 
homes of the 10,000,000 patients who annually receive the services of the 7,000 


hospitals of the United States, you've really got something! The hospital patient 
who is impressed with the furnishings, equipment, food, beverages and other 
products used in his care and treatment takes home impressions which are 


speedily converted into buying impulses. That's why America's merchandising 
leaders are capturing volume business from Hospitaltown and at the same time 


building a firm foundation of general consumer interest and acceptance. 


a @ 


New York 
330 W. 42nd St. 


Chicago 


100 E. Ohio St. 


Atlanta 
Walton Bldg. 


Portland 
Terminal Sales Bldg. 


The Only ABC-ABP Publication in the Field 


In current issues of HOSPITAL MANAGEMENT, the news and technical journal 
of administration, you'll find the advertisements of such leaders as International 
Nickel (Monel metal), Becton, Dickinson (clinical thermometers), Eli Lilly, Simmons 
Company, Lewis Manufacturing Company-Bauer & Black, Mennen Company 
(baby oil), Armour & Co., Swift & Co., National Association of Ice Industries, 
Celotex, Cannon Mills, Johnson & Johnson (Chux), American Radiator & Standard 
Sanitary, Procter & Gamble (Ivory Soap and Orvus), United States Rubber 


Company (Koyalon mattresses), E. R. Squibb & Sons, Lehn & Fink (Lysol), and 
other recognized leaders. 


Sell the multiple hospital market—through the fastest growing hospital magazine. 


Hospital Management 


yy 


San Francisco 
68 Post St. 


Los Angeles 
1709 W. 8th St. 


problem. Sen. Burton K. Wheeler, 


| Montana Democrat, heads the inter- 
| state commerce committee which 


governs 


radio, and he is 


|stumping the nation in a plea for 


| peace. 


Those who hope for an in- 
quiry by Congress fear that his 
preoccupation with the war issue 
may forestall action. 

Throughout the 153-page report, 
FCC stressed the necessity for more 


competition in the broadcasting 
field. “An increased number of 
networks, and consequently a 


larger supply of available network 
programs and a wider latitude for 
all stations in obtaining network 
programs” are foreseen by _ the 
Commission as results of its action. 

The regulation particularly di- 
rected at NBC, but which does not 
mention the organization by name, 
stems from the FCC contention that 
“the operation of the Red and Blue 
networks by NBC gives it a decided 


competitive advantage over the 
other two networks.” The report 
claims that the two networks do 


not compete with one another, and 


i'that “the Blue has had the effect | 


of acting as a buffer to protect the 
powerful Red against competition.” 


Applies to Regional Nets 


The same restraints with which 
the national 
are deemed to be equally extant 


among regional networks by FCC, 


and hence the new rules cover them 


as well. FCC notes in this connec- 
tion, however, that regional chains 
are changing more rapidly than 
their big brothers and promises that 
it “will carefully consider, in par- 
ticular instances, any showing that 
the application of the regulations 
herein adopted to a station affiliated 
with a regional network will reduce 
rather than increase its ability to 
operate in the public interest.” 
The conclusion of the report 
states, in part: “The prophecy that 


| regulations such as we are adopt- 


lets 


ing will result in the eventual de- 
struction of national program serv- 
ice and destroy the American 
system of network broadcasting is, 
we believe, the exaggeration of ad-. 
vocacy. The practices which we find 
contrary to public interest were 
instituted to restrict competition 
within the broadcasting field, not to 
protect commercial broadcasting 
from competition by other types of 
advertising. 


Fears Called Foolish 


“Everyone familiar with broad- 
casting as an advertising medium 
knows that radio reaches a differ- 
ent audience from other types of 
advertising, and that it reaches 
them in a different way. We doubt 
that the networks have so little 
faith in the stability of their own 
enterprise as is suggested by their 
insistence that the whole structure 
of commercial broadcasting’ will 
collapse if their relations with out- 
are modified along the lines 
indicated. It is incredible that the 
industry’s footing is so insecure. 
The prospect that advertising will 
desert radio in favor of newspapers, 
magazines, or billboards is singu- 
larly unconvincing.” 

The Craven-Case views are in 
sharp contrast. Their dissenting 
opinion asserted “no abrupt changes 
should be attempted without posi- 
tive indication that such changes 
will result in improved § service 
to the public. The record in 
this investigation does not justify 
sweeping proposals to change the 
developments resulting from prac- 
tical experience.” 


Dissenters Viewpoints 


At another point, they declare Convenient ‘ 
that “the record shows that in 7 
broadcasting there exists vigorous Easy to handle; Handy to keeP 


competition in the areas that count.” 
Preserving such competition is the 


FCC’s duty, they aver, but the Supplies Selling Too! 
Commission “should not embark 
upon novel or untried courses of 


regulation based upon mere specu- 


lation as to how American busi- 
nessmen should manage _ their | WRITE for your 
affairs.” 


FCC's legal authority to use its 
rules 
affecting business operations of the 
are unlicensed 
except for stations which they own 
Commis- 


license power to enforce 


networks — which 


—Is 


also questioned by 
sioners Craven and Case. They say: 


busy | 


networks are charged | 


| “It can be argued with logic that 
invasion of this economic field 


sy 
|the licensing authority in the ah 
sence of clear mandate would con- 
stitute an inevitable prelude to ‘he 
second step of assuming the role of 


arbiter of public tastes.” 
Summarizing their views, the dis. 
senters raise nine points: 
1. FCC has no authority to con. 
trol indirectly the business arrar se. 
ments of licensees. 


2. Vigorous competition e» sts 
among networks and _ stations, 
within the limitations of facil ‘jes 
imposed by nature, and thus no 
decisions of illegal monopoly can 
be justly reached even if |: gal 


authority were present for suc) a 
conclusion. 


3. FCC’s licensing powers 4a 


re 
ample to correct any abuses w ich 
may arise, with the possible ex ep- 
tion of the procedural and appe ‘ate 
provision of the Communications 
Act of 1934, and hence no leg) sla- 
tive changes are necessary. 
Good Program Essential 

4. The record shows no nee:| for 
{new regulations controlling la- 
tions between networks and 4 {ili- 
ates. 

5. Broadcasting service is essen- 


\tially national, for listeners prefer 
good programs which are possible 


‘only through origination from 
sources of superior talent. 
| 6. Small local stations are im- 


portant and should be encouraged, 
but not by the destruction or im- 
pairment of existing services. 

7. There is a “strong presump- 
tion” that four competing networks, 
independently operated, might re- 


sult in improved service, although 
the record does not show that the 
|stations affiliated with NBC have 


failed to render good public service. 
It recommended that informal 
discussions be started between FCC 
and NBC with a view toward ob- 
taining a voluntary segregation. 
| (“At least two years” was suggested 
|for this change to be made, in con- 
trast to the FCC order for disposal 
within 90 days.) 


Would Extend License Period 


8. Networks should be urged to 
divest themselves of concert and 
artist management bureaus. FCC 
|has no authority in this field, but 
chains should be informed that if 
such activities are not ended FCC 
will ask the Federal Trade Commis- 
sion and/or the Department of Jus- 
tice to make an inquiry. 

9. FCC should extend the term 
of broadcast licenses to the full 
statutory limit of three years, thus 
|contributing stability to the indus- 
|try and not interfering with FCC 
power to revoke licenses of stations 
who contravene the standard of 
public interest. 

The Craven-Case minority views 
give evidence of having been pre- 
pared before the majority report 
took final form, thus tending to 
confirm the report printed in these 
columns last March to the effect 
that the two dissenters had already 


is 


prepared a minority report. Some 
of the points made by the dissent- 
ers are not included in the new 
rules of the majority. 
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SAME MESSAGE TESTED IN DIFFERENT SIZE SPACE 


NEW... a CREAM DEODORANT TT ew 
STOPS... -» PERSPIRATION STOPS 


xy % : 
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a CREAM DEODORANT 
~ PERSPIRATION 


G 


® J 


AKKID 


sumer ” } 


. HAND WOVEN 
f/ 

. 

) 


LIKE 
FINDING 
MONEY 


HAND WOVEN 


interesting test of the importance of size of space made by Webb Young, 

Trader, in Sunset Magazine. The copy is identical, as is the size and style of 

type; only the amount of white space is changed. The larger copy did not pull 
enough more orders to justify its extra cost. (Story on Page 2.) 


e J RECORD OUTDOOR CAMPAIGN FOR MAYONNAISE 


if Appetizing dishes with a dash of Best Foods mayonnaise are currently being 
“C reproduced in the company's largest outdoor advertising effort. Twenty-four 
is. sheets are scheduled for locations from Maine to Florida and New York to 
California. Benton & Bowles is the agency. 


— = a: 


" | ‘vening Post; Herbert A. Thompson, research director, Arthur Kudner, Inc. Second from left are H. B. 
} *erwood, national advertising manager, New York Daily News; Wilder Breckenridge, sales manager, Bu- 
I 
( 
N ‘ 
‘ 
‘ 
‘ 
P 
3 | 
’ 
¢ 
} 
i | 
‘ 
i 
/ 
co. 
: 
- | “ trtreme left are Leonard Dreyfus, United Advertising Agency; |. E. Showerman, eastern sales man- 


‘ Grov, 


Solf was one, but only one, of the important items of business at the meeting of the American Associa- 
"on of Advertising Agencies at White Sulphur Springs, W. Va., as these shots made by Advertising Age 
‘dicate. At far left are F. D. Richards, president, Campbell-Ewald Company of New York; Raymond B. 
towen, advertising director, The New Yorker; Herbert M. Faust, advertising manager, The Saturday 


Se, NBC-Red network; and Ken R. Dyke, NBC sales promotion manager. Second from left are Robert 
vice-president, Ketchum, Macleod & Grove, Pittsburgh; John Falkner 
‘Wey head: Gordon S. Hargraves, Philadelphia representative of Newsweek; and S. H. Giellerup, vice- tions. 
irident Marschalk & Pratt. In the center are James Linen, Life; Paul V. McNutt, Federal Security 
“nistrator; Fred A. Healy, vice-president and advertising director, Curtis Publishing Company; and 


Arndt, Philadelphia 


HEADS N. Y. AD CLUB 


Newly elected president of the Adver- 

tising Club of New York is I. S. (Stick) 

Randall, assistant to the chairman of 

Transcontinental and Western Air, Inc. 

He has served two terms as president 

of the Sales Executives Club of New 
York. 


25 YEARS ON JOB 


B. B. (Cap) Kimball, who went to work 
for Pontiac's predecessor, Oakland, in 
1917, fresh out of West Point, is con- 
gratulated on the beginning of his 25th 
year with the company by W. J. Mou- 
gey (right), Pontiac advertising man- 
ager. “Cap” is assistant advertising 
manager of Pontiac. 


Company, Detroit. 


Newly elected officers of the International Affiliation of Sales and Advertising 

Clubs, which held its 38th annual conclave in Toronto May 2-3. Left to right, 

Peter C. Kieschgens, Syracuse, second vice-president; K. E. Kellenberger, Union 

Switch & Signal Company, Swissvale, Pa., president; K. G. Anderson, Windsor, 

first vice-president; Donald A. Thomas, Buffalo, secretary-treasurer. (Story on 
Page 26.) 


ILLINOIS GOVERNOR BACKS PROMOTION 


Gov. Dwight H. Green of Illinois lent his presence to the recent International 

Travel Exposition in Chicago, in which the Illinois Development Council, state 

promotional agency, participated with a display. Left to right: R. A. Burleigh 

and E. H. Brown, E. H. Brown Advertising Agency, which handles the council's 

program; Lucia Lewis, travel editor, Chicago Daily News, which sponsored the 

exposition; Governor Green; and J. D. Myers, supervisor of recreation and travel 
for the council. 


ul FUN AND BUSINESS EACH HAD PLACE AT ANNUAL MEETING OF ADVERTISING AGENCIES 


bd 


reau of Advertising; Fred Gamble, managing director, Four A's; and Brewster Loud, Campbell-Ewald 
In the center is a McCann-Erickson contingent consisting of H. W. Calvert, Cleve- 
land, Harrison Atwood, vice-president, R. T. Hanks, acting Cleveland manager, and L. D. H. Weld, 
research director. Second from the right are J. B. Scarborough, national advertising manager, American 
Magazine; Joseph R. Gerber, Portland, Ore., agency head; and J. D. Danforth, BBDO. At extreme right 
are R. E. Lewis, BBDO, and Charles H. Vasoll, vice-president, Kenyon & Eckhardt. 


Guy C. Smith, executive vice-president, Brooke, Smith, French & Dorrance, and newly elected Four A's 
chairman. Second from right are Hal Dawson, Dell Publishing Company; Ben Duffy, vice-president in 
charge of marketing, BBDO: and Philip Zach, vice-president and advertising director, Capper Publica- 
At extreme right are T. L. Brantly, vice-president, and Norman Green, Western manager, Crowell- 
Collier Publishing Company; Charles Daniel Frey, Chicago agency head; Frank Braucher, president, 
Periodical Publishers Association, and W. C. D'Arcy, president, D'Arcy Advertising Company. 
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For Special Consideration: 
PHILADELPHIA! | 


Qo wes oOo 


an ne 


HE established heavy-goods areas . + Don’t let anyone tell you that the Philadelphia 
T —r Inquirer IS FIRST Market stops at the municipal boundaries. 
are the basic big markets, the real 7 i * 
R ; in Philadelphia According to the U.S. Department of Com- 
heart of American industry, ready merce, the Philadelphia marketing area in- | 
with experienced management, There has been a tremendous shift cludes 60 counties in Pennsylvania, New 
skilled labor, and machines to do in newspaper preference in Phila- Jersey and Delaware. You want city circula- 
: ‘ , : tor i : tion, of course—but is that all you want? For 
the defense job. That is why Phila- delphia. For instance, in 1990, . = . F 
ay The Bulletin’s advertising leader- example, an industrial center, near Phila- 
delphia, America’s Third Largest dite ever The tnadteer ensseded delphia, that is booming with defense activity 
Market ... with defense awards 3,000,000 lines. In 1940, The In- is the city of ; 
exceeding $1,514,000,000 . . . is pre- quirer’s advertising leadership over a 
, tly “the A tof Diucene The Bulletin exceeded 3,000,000 WILMINGTON 
eminently e rsenal O e lines. Today, The Inquirer is first Wilmington is located 25 miles southwest of ‘ 


Philadelphia. Population: 111,491. Principal h 
Industries: Chemicals and explosives, ships, ti 


° %9 
ica.’ Here department store sales in department store advertising, 


are up; payrolls are up; new car first in total retail advertising, first 
steel, textile products, meat packers, leather. 


, ‘ in financial, first in classified, first 
sales are up; used car sales are up; : ; As the headquarters for Du Pont, Hercules 


in TOTAL advertising. The Inquirer 


city tax collections are up. Are you Powder Company and Atlas Powder Company, 


has led in advertising volume for 


a ; ; ; Wilmington is handling sub-contracts worth a 
giving special consideration to your seven consecutive years. many millions of dollars. Dravo Corporation 
Philadelphia advertising P has direct contracts for submarine chasers : 

* worth $3,447,000; Pusey and Jones has contracts n 
Concentrate your advertising in valued at $3,856,000 for cargo ships... and B * 

; DAILY circulation exceeds 400,000 direct Defense Commission awards to Wil- 
a those markets which today offer SUNDAY circulation exceeds 1,000,000 mington amount to $2,610,217 for explosives. - 
id the best opportunities. powder cotton, powder, blasting caps and acid. : 
e th 


Che Philadelphia Anguirer 


For [12 Years a Philadelphia Institution 
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